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  FREE.”	  	  A	  PHENOMENOLOGICAL	  STUDY	  EXPLORING	  PUBLIC	  RELATIONS	  PRACTITIONERS’	  BELIEFS	  ABOUT	  IMMENSELY	  SATISFYING	  WORK.	  	   Peggy	  M.	  Rupprecht,	  Ph.D.	  University	  of	  Nebraska,	  2011	  	  Advisor:	  Gina	  S.	  Matkin	  	   This	  qualitative	  phenomenological	  study	  explored	  the	  beliefs	  of	  12	  public	  relations	  practitioners’	  about	  the	  construct	  of	  immensely	  satisfying	  work.	  The	  central	  research	  question	  was:	  What	  is	  the	  meaning	  of	  immensely	  satisfying	  work	  for	  a	  group	  of	  public	  relations	  practitioners	  working	  in	  the	  Midwest?	  	  Participants	  in	  this	  study	  had	  three	  or	  more	  years	  of	  experience	  as	  public	  relations	  practitioners,	  were	  members	  of,	  or	  affiliated	  with,	  a	  professional	  public	  relations	  organization,	  such	  as	  the	  Public	  Relations	  Society	  of	  America	  (PRSA),	  and	  had	  experienced,	  at	  some	  time	  during	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  professional	  careers,	  immensely	  satisfying	  work.	  	  Eight	  themes	  emerged	  from	  the	  semi-­‐structured	  interviews:	  Leader	  Sets	  the	  Tone,	  Making	  a	  Difference,	  Trust/Respect,	  Recognition,	  Community,	  Teamwork,	  Autonomy,	  and	  Personal	  Growth.	  For	  these	  public	  relations	  practitioners,	  the	  essence	  of	  immensely	  satisfying	  work	  involved	  complete	  engagement	  in	  their	  work	  experiences	  or	  their	  work	  environments	  –	  spiritually,	  socially,	  intellectually,	  and	  emotionally.	  Participants	  experienced	  immensely	  satisfying	  work	  when	  an	  enlightened	  leader	  and/or	  a	  progressive	  organizational	  culture	  supported	  them.	  Implications	  and	  future	  research	  were	  also	  explored.	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Chapter	  One	  	  
Introduction	  
	  
In	  all	  our	  contacts	  it	  is	  probably	  the	  sense	  of	  being	  
really	  needed	  and	  wanted	  which	  gives	  us	  the	  
greatest	  satisfaction	  and	  creates	  the	  most	  lasting	  
bond.	  	  	  –Eleanor	  Roosevelt	  	  	  	  	  	  	  Finding	  immensely	  satisfying	  work	  is	  like	  a	  quest	  for	  the	  Holy	  Grail	  –	  something	  people	  could	  search	  for	  their	  entire	  lives.	  Some	  never	  find	  it.	  	  A	  2010	  study	  released	  by	  the	  Conference	  Board’s	  Consumer	  Research	  Center	  showed	  that	  only	  45	  percent	  of	  Americans	  surveyed	  were	  satisfied	  with	  the	  work	  they	  do.	  	  This	  result	  was	  the	  lowest	  level	  of	  satisfaction	  recorded	  by	  this	  organization	  in	  more	  than	  two	  decades	  (“More	  Americans,”	  2010).	  A	  second	  report	  from	  the	  Bureau	  of	  Labor	  Statistics	  revealed	  that	  the	  number	  of	  people	  who	  are	  voluntarily	  quitting	  their	  jobs	  has	  surpassed	  employee	  layoffs	  or	  firings	  for	  the	  first	  time	  since	  2008	  (Licht,	  2010).	  	  	  A	  study	  by	  De	  Lange,	  De	  Witte,	  and	  Notelaers	  (2008)	  suggested	  that	  limited	  autonomy	  and	  work	  resources,	  combined	  with	  low	  work	  engagement	  might	  be	  among	  the	  reasons	  why	  employees	  choose	  to	  leave	  a	  job.	  Not	  even	  a	  tight	  job	  market	  may	  diminish	  a	  dissatisfied	  worker’s	  resolve	  to	  look	  for	  a	  new	  job	  –	  scholars	  suggest	  it	  may	  only	  make	  it	  worse.	  In	  fact,	  McAulay,	  Zeitz,	  and	  Blau	  (2006)	  posited	  that	  people	  who	  are	  concerned	  about	  their	  job	  security	  might	  actually	  experience	  even	  less	  emotional	  attachment	  or	  commitment	  to	  the	  company	  for	  which	  they	  work.	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Both	  employers	  and	  employees	  suffer	  when	  workers	  quit	  their	  jobs	  (Amos	  &	  Weathington,	  2008;	  Holtom,	  Mitchell,	  &	  Lee,	  2006;	  Mitchell,	  Holtom,	  Lee,	  Sablynski,	  &	  Erez,	  2001).	  The	  U.S.	  Department	  of	  Labor	  and	  Statistics	  reported	  employees	  who	  quit	  their	  jobs	  cost	  their	  businesses	  about	  one-­‐third	  of	  their	  total	  salary	  and	  benefits	  (Lerner,	  2008).	  Stress	  and	  anxiety	  among	  people	  considering	  a	  change	  in	  employment	  also	  cost	  the	  employer	  (Holtom	  et	  al.,	  2006).	  Chalofsky	  (2003)	  suggested	  that	  with	  a	  future	  projected	  labor	  shortage	  and	  an	  increased	  need	  for	  knowledge	  workers,	  it	  would	  be	  incumbent	  upon	  businesses	  to	  retain	  employees	  who	  are	  loyal	  and	  committed.	  	  	  Both	  profits	  and	  productivity	  increase	  when	  workers	  are	  more	  satisfied.	  Mowday	  (1999)	  posited	  organizations	  that	  cultivate	  organizational	  commitment	  among	  their	  employees	  might	  actually	  possess	  a	  competitive	  advantage	  over	  organizations	  that	  do	  not	  emphasize	  this	  construct.	  In	  addition,	  employees	  who	  are	  engaged	  in	  their	  jobs,	  connected	  and	  energized	  by	  the	  work	  they	  do,	  are	  able	  to	  persevere,	  even	  when	  job	  requirements	  are	  demanding	  (Schaufeli,	  Salanova,	  Gonzales-­‐Roma,	  &	  Bakker,	  2002).	  	  If	  employers	  want	  to	  retain	  loyal,	  committed	  employees,	  Freund	  and	  Carmeli	  (2003)	  maintained	  that	  employers	  must	  do	  more	  to	  encourage	  organizational	  commitment.	  Leaders	  play	  a	  key	  role	  in	  that	  effort.	  Bass	  (1990)	  asserted	  that	  leaders	  are	  critical	  to	  the	  failure	  or	  success	  of	  an	  organization.	  Gardner	  (1995)	  offered	  insights	  as	  to	  why	  this	  is	  true.	  He	  contemplated	  the	  ideal	  relationship	  between	  leaders	  and	  followers,	  and	  suggested	  that	  while	  leaders	  must	  deal	  with	  day-­‐to-­‐day	  pragmatic	  issues,	  they	  also	  ultimately	  deal	  with	  the	  hopes	  and	  dreams	  of	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followers.	  	  Mitroff	  and	  Denton	  (1999)	  noted	  that	  the	  workplace	  was	  an	  ideal	  setting	  where	  people	  could	  collectively	  accomplish	  what	  they	  could	  not	  do	  on	  their	  own	  and	  at	  the	  same	  time	  realize	  their	  individual	  potential.	  	  	  	  What	  can	  an	  organizational	  leader	  do	  to	  improve	  worker	  satisfaction?	  Hofstede	  and	  Hofstede	  (2005)	  observed	  that	  in	  cultures	  that	  practice	  individualism,	  such	  as	  the	  United	  States,	  workers	  want	  their	  employers	  to	  provide	  enough	  time	  for	  a	  personal	  life,	  allow	  autonomy	  for	  them	  to	  make	  the	  job	  their	  own,	  and	  give	  them	  a	  personal	  sense	  of	  accomplishment	  in	  the	  workplace.	  Meeting	  such	  goals	  related	  to	  a	  person’s	  work	  could	  increase	  worker	  satisfaction	  and	  productivity.	  Some	  companies	  that	  practice	  work-­‐life	  integration	  are	  celebrating	  that	  they	  are	  flourishing	  financially	  and	  are	  finding	  high	  loyalty	  among	  their	  employees	  (Boettcher,	  2010).	  In	  addition	  to	  the	  other	  leadership	  within	  an	  organization,	  public	  relations	  practitioners	  may	  also	  play	  a	  key	  role	  in	  supporting	  worker	  satisfaction,	  thus	  increasing	  productivity	  and	  profits.	  Listening	  and	  communication	  can	  help	  to	  build	  commitment,	  satisfaction	  and	  trust	  in	  a	  business	  setting	  (Brunner,	  2008;	  Pincus,	  1986;	  Pincus,	  Knipp,	  &	  Rayfield,	  1990).	  	  Sias	  (2005)	  observed,	  “…the	  quality	  of	  an	  organization’s	  communication	  network	  is	  linked	  to	  the	  quality	  of	  the	  relationships	  among	  members	  of	  the	  network”	  (p.	  389).	  	  Public	  relations	  practitioners	  contribute	  to	  the	  dialogue	  between	  organizations	  and	  various	  publics	  (Grunig	  &	  White,	  1992).	  They	  can	  help	  to	  build	  the	  relationships	  with	  various	  constituents	  that	  are	  so	  important	  to	  maintaining	  satisfaction	  among	  key	  stakeholders,	  including	  employees	  (Bruning,	  2002).	  	  Good	  communication	  is	  not	  easy.	  Public	  relations	  communicators	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wear	  multiple	  hats	  and	  at	  times,	  work	  simultaneously	  with	  multiple	  audiences	  	  –	  Beurer-­‐Zuellig,	  Fieseler,	  and	  Meckel	  (2009)	  suggested,	  	  Corporate	  communication	  professionals	  must	  serve	  as	  advocates	  for	  businesses	  and	  non-­‐profit	  associations	  as	  well	  as	  build	  and	  maintain	  positive	  relationships	  with	  the	  public	  and	  internal	  constituents.	  	  They	  must	  understand	  the	  attitudes	  and	  concerns	  of	  the	  public	  at	  large,	  consumers,	  employees,	  and	  public	  interest	  groups,	  and	  they	  must	  establish	  and	  maintain	  co-­‐operative	  relationships	  with	  them	  as	  well	  as	  with	  representatives	  from	  print,	  broadcast	  and	  Internet	  journalism	  (p.	  270).	  	  	  	  	  	   In	  summary,	  organizations	  that	  look	  forward	  to	  financially	  healthy	  futures	  with	  satisfied	  employees	  must	  devise	  a	  system	  for	  effective	  communication.	  The	  public	  relations	  practitioner	  can	  serve	  as	  a	  valuable	  resource,	  not	  only	  for	  crafting	  an	  organization’s	  message,	  but	  also	  by	  assisting	  in	  the	  dissemination	  of	  that	  message	  from	  the	  top	  leadership	  to	  various	  stakeholder	  groups.	  
Purpose	  of	  the	  Study	  A	  public	  relations	  practitioner	  can	  positively	  impact	  the	  satisfaction	  of	  internal	  stakeholders,	  the	  bottom	  line	  of	  an	  organization,	  and	  the	  perception,	  and	  satisfaction	  among	  stakeholders	  outside	  of	  the	  organization	  who	  are	  impacted	  by	  its	  work.	  Yet,	  while	  it	  is	  their	  job	  to	  promote	  or	  support	  their	  leaders,	  organization,	  and/or	  the	  goals	  of	  external	  clients,	  limited	  scholarly	  literature	  exists	  about	  what	  contributes	  to	  the	  public	  relations	  practitioners’	  own	  notions	  about	  job	  satisfaction.	  Further,	  I	  found	  no	  study	  to	  articulate	  the	  meaning	  of	  immensely	  satisfying	  work,	  a	  heightened	  or	  elevated	  degree	  of	  job	  satisfaction	  involving	  employees’	  work	  experiences	  or	  work	  environments.	  If	  scholars	  and	  business	  leaders	  could	  learn	  what	  makes	  employees	  not	  just	  satisfied	  in	  the	  workplace,	  but	  immensely	  satisfied,	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what	  impact	  would	  it	  have	  on	  employees’	  productivity	  on	  the	  job	  and	  the	  connection	  to	  their	  coworkers?	  What	  implications	  would	  it	  have	  on	  organizations’	  profitability	  and	  the	  long-­‐term	  retention	  of	  employees?	  These	  were	  compelling	  reasons	  to	  conduct	  a	  phenomenological	  study	  based	  on	  the	  following	  central	  question	  and	  sub-­‐questions:	  	  What	  is	  the	  meaning	  of	  immensely	  satisfying	  work	  for	  a	  group	  of	  public	  relations	  practitioners	  working	  in	  the	  Midwest?	  The	  following	  sub-­‐questions	  were	  also	  explored:	  What	  did	  participants	  experience,	  with	  regard	  to	  immensely	  satisfying	  work	  and	  in	  what	  context	  (or	  how)	  did	  public	  relations	  practitioners	  experience	  immensely	  satisfying	  work?	  
Definition	  of	  Terms	  
Immensely	  satisfying.	  Though	  we	  all	  yearn	  for	  satisfying	  work	  and	  search	  for	  job	  satisfaction,	  I	  found	  no	  quantitative	  or	  qualitative	  research	  that	  addressed	  the	  concept	  of	  immensely	  satisfying	  work.	  Among	  its	  definitions	  for	  “satisfaction”,	  Merriam	  Webster’s	  Eleventh	  Collegiate	  Dictionary	  (2003)	  described	  the	  noun	  as	  	  “…2	  a:	  fulfillment	  of	  a	  need	  or	  want	  b:	  the	  quality	  or	  state	  of	  being	  satisfied:	  CONTENTMENT	  c:	  a	  source	  or	  means	  of	  enjoyment:	  GRATIFICATION…”	  (p.	  1104).	  	  	  The	  same	  source	  described	  the	  adjective	  “immense”	  as,	  “1:	  marked	  by	  greatness	  esp.	  in	  size	  or	  degree;	  esp	  :	  transcending	  ordinary	  means	  of	  measurement…	  2:	  supremely	  good:	  EXCELLENT..”	  (p.	  621).	  	  The	  two	  words	  yielding	  the	  resulting	  phrase	  “immensely	  satisfying”	  transcend	  the	  pure	  simplicity	  of	  being	  merely	  content	  or	  gratified.	  Ordinary	  satisfaction	  is	  elevated	  to	  a	  higher	  level	  that	  surpasses	  normal	  expectations	  to	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become	  truly	  extraordinary.	  The	  language	  of	  research	  participants	  further	  defined	  what	  it	  meant	  for	  work	  to	  be	  immensely	  satisfying.	  As	  referenced	  in	  the	  title	  of	  this	  manuscript,	  one	  participant	  so	  enjoyed	  her	  work,	  she	  stated,	  “…sometimes,	  I	  feel	  like	  I’d	  do	  this	  job	  for	  free.”	  
Leadership.	  Burns	  (1978)	  observed,	  “Leadership	  is	  one	  of	  the	  most	  observed	  and	  the	  least	  understood	  phenomena	  on	  earth”	  (p.	  2).	  Although	  it	  is	  a	  much-­‐examined	  construct,	  it	  can	  be	  difficult	  to	  define	  (Antonakis,	  Cianciolo,	  &	  Sternberg,	  2004).	  Yukl	  (2006)	  suggested	  definitions	  attempt	  to	  describe	  leaders	  in	  terms	  of	  their	  relationships,	  influence,	  behaviors,	  or	  traits.	  For	  the	  purpose	  of	  this	  research	  study,	  I	  will	  use	  the	  comprehensive	  definition	  forwarded	  by	  Bass	  (1990)	  Leadership	  has	  been	  conceived	  as	  the	  focus	  of	  group	  processes,	  as	  a	  matter	  of	  personality,	  as	  a	  matter	  of	  inducing	  compliance,	  as	  the	  exercise	  of	  influence,	  as	  particular	  behaviors,	  as	  a	  form	  of	  persuasion,	  as	  a	  power	  relation,	  as	  an	  instrument	  to	  achieve	  goals,	  as	  an	  effect	  of	  interaction,	  as	  a	  differentiated	  role,	  as	  initiation	  of	  structure,	  and	  as	  many	  combinations	  of	  these	  definitions	  (p.	  11).	  	  
Phenomenology.	  My	  chosen	  research	  design	  is	  a	  qualitative	  phenomenology.	  Through	  his	  work,	  Researching	  Lived	  Experience,	  Van	  Manen	  (1990)	  offered	  a	  cogent	  definition	  of	  phenomenology.	  Phenomenological	  human	  science	  is	  the	  study	  of	  lived	  or	  existential	  meanings;	  it	  attempts	  to	  describe	  and	  interpret	  these	  meanings	  to	  a	  certain	  degree	  of	  depth	  and	  richness.	  In	  this	  focus	  upon	  meaning,	  phenomenology	  differs	  from	  some	  other	  social	  or	  human	  sciences	  which	  may	  focus	  not	  on	  meanings	  but	  on	  statistical	  relationships	  among	  variables,	  on	  the	  predominance	  of	  social	  opinions,	  or	  on	  the	  occurrence	  or	  frequency	  of	  certain	  behaviors,	  etc.	  	  And	  phenomenology	  differs	  from	  other	  disciplines	  in	  that	  it	  does	  not	  aim	  to	  explicate	  meanings	  specific	  to	  particular	  cultures	  (ethnography),	  to	  certain	  social	  groups	  (sociology),	  to	  historical	  periods	  (history),	  to	  mental	  types	  (psychology),	  or	  to	  an	  individual’s	  personal	  life	  history	  (biography).	  Rather,	  phenomenology	  attempts	  to	  explicate	  the	  meanings	  as	  we	  live	  them	  in	  our	  everyday	  existence,	  our	  lifeworld	  (p.	  11).	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Public	  relations.	  The	  role	  of	  public	  relations	  is	  illuminated	  through	  the	  following	  definition	  by	  Lattimore,	  Baskin,	  Heitman,	  Toth,	  and	  Van	  Leuven	  (2004):	  	  Public	  relations	  is	  a	  leadership	  and	  management	  function	  that	  helps	  achieve	  organizational	  objectives,	  define	  philosophy,	  and	  facilitate	  organizational	  change.	  Public	  relations	  practitioners	  communicate	  with	  all	  relevant	  internal	  and	  external	  publics	  to	  develop	  positive	  relationships	  and	  to	  create	  consistency	  between	  organizational	  goals	  and	  societal	  expectations	  (p.	  5).	  	  
	  
Delimitations	  and	  Limitations	  Creswell	  (1994)	  asserted	  that	  the	  unique	  context	  in	  which	  a	  qualitative	  design	  is	  conducted	  makes	  it	  difficult	  to	  generalize	  in	  other	  settings.	  In	  this	  case,	  it	  is	  with	  a	  singular	  profession,	  a	  group	  of	  public	  relations	  practitioners.	  These	  professional	  are	  all	  part	  of	  the	  same	  public	  relations	  community	  in	  a	  Midwestern	  city	  and	  may	  have	  experienced	  the	  phenomenon	  differently	  than	  practitioners	  living	  in	  other	  parts	  of	  the	  United	  States.	  The	  study	  only	  focused	  on	  individuals	  who	  said	  they	  had	  experienced	  immensely	  satisfying	  work.	  	  Furthermore,	  in	  order	  to	  participate	  in	  this	  research	  study,	  these	  practitioners	  needed	  to	  meet	  certain	  specifications,	  including	  length	  of	  time	  at	  their	  job	  and	  affiliation	  with	  certain	  professional	  public	  relations	  organizations.	  	  	  
Significance	  of	  the	  Study	  This	  study	  is	  important	  on	  several	  levels.	  Many	  of	  us	  who	  work	  full-­‐time,	  spend	  roughly	  one-­‐fourth	  of	  our	  lives,	  or	  more,	  at	  our	  jobs.	  	  If	  happier,	  more	  committed	  employees	  are	  also	  more	  productive	  and	  in	  turn,	  make	  organizations	  more	  profitable	  –	  both	  financially	  and	  spiritually	  –	  then	  identifying	  what	  immensely	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satisfying	  work	  is,	  who	  can	  make	  workers	  more	  satisfied,	  and	  how	  they	  can	  do	  that	  is	  vital	  to	  the	  future	  of	  our	  economy,	  and	  our	  society.	  	  	  As	  key	  communicators	  within	  an	  organization,	  public	  relations	  practitioners	  may	  be	  the	  best	  equipped	  to	  discuss	  the	  phenomenon	  of	  immensely	  satisfying	  work.	  	  They	  have	  an	  intimate	  view	  of	  the	  inner	  workings	  of	  an	  organization,	  in	  terms	  of	  its	  dynamics,	  politics	  and	  procedures.	  	  In	  addition,	  because	  they	  make	  a	  living	  at	  communicating,	  they	  are	  also	  well	  suited	  to	  clearly	  articulate	  their	  meaning	  of	  the	  phenomenon.	  Public	  relations	  practitioners	  are	  also	  typically	  part	  of	  the	  leadership	  team.	  At	  the	  very	  least,	  they	  are	  part	  of	  the	  team	  that	  disseminates	  information	  to	  employees	  and	  other	  stakeholders.	  If	  they	  do	  not	  have	  direct	  access	  to	  the	  organizational	  leader	  through	  an	  executive	  leadership	  position,	  they	  often	  work	  for	  someone	  who	  does.	  	  At	  the	  very	  best,	  this	  line	  of	  access	  may	  allow	  them	  to	  be	  a	  strategist	  for	  a	  leader	  who	  wishes	  to	  support	  work	  situations	  that	  are	  immensely	  satisfying.	  	  	  Through	  the	  public	  relations	  practitioners’	  rich	  description	  of	  the	  meaning,	  qualities	  or	  contexts	  of	  immensely	  satisfying	  work,	  organizational	  leaders	  in	  other	  industries	  may	  carefully	  consider	  their	  own	  employees	  and	  embark	  on	  a	  philosophical	  inquiry,	  either	  through	  their	  own	  musings	  or	  in	  conversations	  with	  stakeholders,	  about	  the	  meaning	  of	  that	  phenomenon	  as	  it	  relates	  to	  their	  own	  workplace.	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Chapter	  Two	  	  
Literature	  Review	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	   	   	  
I	  Can’t	  Get	  No	  Satisfaction	  –	  The	  Rolling	  Stones	  	  	  
	   What	  makes	  for	  immensely	  satisfying	  work?	  The	  phenomenon	  encompasses	  a	  number	  of	  constructs.	  Scholarly	  discussions	  about	  the	  workplace	  have	  tried	  to	  articulate	  the	  constructs	  by	  describing	  what	  makes	  for	  a	  successful,	  satisfied	  employee.	  	  The	  almost	  exclusively	  quantitative	  literature	  reveals	  constructs	  such	  as	  job	  satisfaction,	  organizational	  commitment,	  and	  job	  embeddedness.	  The	  leadership	  literature	  discusses	  immensely	  satisfying	  work	  and	  the	  impact	  leaders	  have	  on	  employee	  satisfaction	  in	  the	  workplace	  through	  constructs	  like	  transformational	  leadership,	  spiritual	  leadership/spiritual	  work	  environments,	  and	  leader-­‐member	  exchange.	  	  Finally,	  the	  research	  on	  what	  leads	  to	  job	  satisfaction	  among	  public	  relations	  practitioners	  introduces	  constructs	  like	  two-­‐way	  communication,	  autonomy,	  and	  leadership	  opportunities.	  The	  constructs	  from	  all	  three	  bodies	  of	  literature	  must	  be	  a	  part	  of	  the	  conversation	  about	  what	  makes	  for	  immensely	  satisfying	  work	  among	  public	  relations	  practitioners.	  	  	  
Job	  Satisfaction	  Locke	  (1969)	  suggested	  that	  job	  satisfaction,	  “…is	  the	  pleasurable	  emotional	  state	  resulting	  from	  the	  appraisal	  of	  one’s	  job	  as	  achieving	  or	  facilitating	  the	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achievement	  of	  one’s	  job	  values”	  (p.	  316).	  Businesses	  that	  value	  their	  employees’	  health	  and	  well	  being	  help	  to	  create	  more	  satisfying	  work	  environments	  (Amos	  &	  Weathington,	  2008).	  	  McGregor	  (1957)	  posited	  that	  job	  satisfaction	  entailed	  meeting	  an	  employee’s	  needs.	  He	  observed	  that	  a	  person’s	  basic	  needs	  –	  physiologithatcal,	  safety,	  social,	  egoistic	  –	  must	  be	  met	  in	  a	  job.	  	  The	  author	  noted,	  once	  basic	  needs	  were	  in	  place,	  workers	  would	  not	  be	  satisfied	  until	  their	  higher-­‐order	  needs	  –	  such	  as	  the	  need	  for	  independence,	  achievement,	  recognition,	  knowledge,	  and	  self-­‐fulfillment	  –	  were	  met.	  McGregor	  (1957)	  forwarded	  the	  notion	  of	  	  “job	  enlargement,”	  supported	  giving	  employees	  a	  voice	  in	  the	  workplace,	  and	  suggested	  they	  could	  direct	  their	  own	  efforts	  on	  the	  job.	  He	  further	  observed	  that	  in	  promoting	  this	  model,	  leaders	  could	  tap	  into	  extraordinary	  human	  energy.	  	  Locke	  (1969)	  suggested	  that	  thousands	  of	  scholarly	  articles	  had	  already	  been	  written	  on	  the	  topic	  before	  he	  first	  looked	  at	  the	  construct	  of	  job	  satisfaction.	  Yet,	  the	  author	  observed	  that	  scholars	  had	  not	  yet	  concluded	  whether	  satisfaction	  in	  the	  workplace	  was	  a	  product	  of	  the	  actual	  job,	  employees’	  views	  of	  their	  work,	  or	  a	  combination	  of	  factors.	  	  Through	  his	  seminal	  research	  on	  motivation	  versus	  hygiene,	  Herzberg	  (1968)	  maintained	  that	  job	  satisfaction	  and	  job	  dissatisfaction	  had	  very	  different	  qualities.	  	  He	  suggested	  employers	  could	  increase	  job	  satisfaction	  through	  opportunities	  for	  recognition,	  growth	  and	  achievement,	  a	  process	  the	  author	  described	  as	  vertical	  loading	  –	  providing	  motivators	  for	  employees.	  	  He	  contrasted	  this	  with	  job	  dissatisfaction	  created	  by	  horizontal	  loading,	  in	  which	  the	  leadership	  of	  an	  organization	  gave	  employees	  more	  work,	  but	  not	  more	  meaningful	  work.	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Mobley	  (1977)	  observed	  that	  job	  dissatisfaction	  was	  evident	  in	  the	  behavior	  of	  employees.	  He	  suggested	  aside	  from	  leaving	  an	  organization,	  workers	  might	  exhibit	  other	  withdrawal	  behaviors	  if	  they	  are	  dissatisfied	  with	  their	  jobs,	  such	  as	  lessening	  productivity	  and	  engaging	  in	  absentee	  behaviors.	  Mobley	  asserted	  that	  while	  the	  literature	  discussed	  the	  inverse	  relationship	  between	  job	  satisfaction	  and	  employee	  turnover,	  it	  did	  not	  go	  far	  enough	  in	  researching	  other	  withdrawal	  decisions	  a	  worker	  might	  make.	  	  Current	  research	  on	  job	  satisfaction	  also	  studied	  employee	  attitudes	  on	  the	  job.	  Through	  their	  research	  of	  blue-­‐collar	  workers	  in	  the	  southeastern	  United	  States,	  Lowery,	  Beadles,	  and	  Krilowicz	  (2002)	  suggested	  that	  job	  satisfaction	  was	  evident	  in	  employee	  behavior.	  The	  authors	  noted	  that	  people	  who	  are	  satisfied	  with	  their	  jobs	  may	  have	  a	  greater	  desire	  to	  “do	  the	  right	  thing”	  on	  the	  job	  and	  “work	  well	  and	  play	  well”	  with	  their	  colleagues.	  Additionally,	  employees	  who	  are	  concerned	  for	  the	  well	  being	  of	  their	  work	  colleagues	  are	  more	  likely	  to	  have	  greater	  levels	  of	  satisfaction	  and	  emotional	  attachment	  to	  an	  organization	  (Johnson	  &	  Chang,	  2008).	  	  In	  a	  study	  that	  looked	  at	  the	  link	  between	  job	  satisfaction	  and	  employee	  turnover,	  Holtom	  et	  al.	  (2006)	  observed	  that	  while	  job	  satisfaction	  can	  be	  influenced	  by	  economic	  rewards,	  such	  as	  pay	  and	  benefits,	  these	  are	  not	  the	  only	  factors	  that	  stave	  off	  employee	  turnover.	  Other	  factors,	  including	  workplace	  fairness	  and	  autonomy	  keep	  employees	  satisfied	  and	  on	  the	  job.	  Other	  scholars	  explained,	  “engaged	  employees	  have	  a	  sense	  of	  energetic	  and	  effective	  connection	  with	  their	  work,	  and	  instead	  of	  stressful	  and	  demanding	  they	  look	  upon	  their	  work	  as	  challenging”	  (Bakker,	  Schaufeli,	  Leiter,	  &	  Taris,	  2008,	  p.	  188).	  	  The	  connection	  to	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their	  work	  kept	  them	  at	  the	  organization.	  Citing	  a	  study	  of	  a	  Canadian	  aerospace	  company,	  Holtom	  et	  al.	  (2006)	  noted	  that	  professional	  growth	  opportunities	  and	  challenging	  work	  significantly	  impacted	  satisfaction	  and	  retention	  of	  employees.	  
Organizational	  Commitment	  	  Like	  job	  satisfaction,	  organizational	  commitment	  impacts	  the	  work	  relationship	  between	  employees	  and	  their	  employer.	  It	  is	  also	  a	  construct	  that	  relates	  to	  the	  phenomenon	  of	  immensely	  satisfying	  work.	  “Commitment	  is	  a	  force	  that	  binds	  an	  individual	  to	  a	  target	  (social	  or	  non-­‐social)	  and	  to	  a	  course	  of	  action	  of	  relevance	  to	  that	  target”	  (Meyer,	  Becker,	  &	  Van	  Dick,	  2006,	  p.	  666).	  This	  commitment	  involves	  employees	  willing	  to	  give	  of	  themselves	  for	  the	  betterment	  of	  the	  organization	  (Mowday,	  Steers,	  &	  Porter,	  1979).	  Decades	  ago,	  organizational	  commitment	  appeared	  to	  be	  high	  among	  the	  American	  workforce;	  people	  who	  started	  with	  a	  company	  often	  remained	  there	  until	  they	  retired.	  Becker	  (1960)	  surmised	  that	  employees	  who	  changed	  jobs	  too	  often	  might	  be	  looked	  upon	  as	  being	  untrustworthy.	  How	  times	  have	  changed.	  In	  today’s	  competitive	  economy,	  commitment	  is	  less	  common	  among	  employees	  and	  businesses	  alike.	  Some	  organizations,	  concerned	  about	  shareholder	  investments	  or	  the	  bottom	  line,	  may	  routinely	  let	  employees	  go	  (Meyer	  et	  al.,	  2006;	  Mowday,	  1999).	  	  Adams,	  Snyder,	  Rand,	  King,	  Sigmon,	  and	  Pulvers	  (2003)	  observed,	  	  …today’s	  employees	  often	  work	  in	  uncertainty	  –	  they	  live	  with	  the	  knowledge	  that	  the	  next	  downsizing	  or	  corporate	  restructuring	  could	  mean	  that	  their	  jobs	  have	  disappeared.	  This	  uncertainty	  can	  undermine	  their	  hopes	  of	  achieving	  work	  and	  life	  goals	  (p.	  367).	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Meyer	  and	  Allen	  (1991)	  identified	  three	  distinct	  types	  of	  commitment	  employees	  demonstrated	  to	  an	  organization	  –	  affective,	  continuance,	  and	  normative.	  	  Affective	  commitment	  deals	  with	  employees’	  emotional	  attachment	  to	  an	  organization.	  	  Continuance	  commitment	  centers	  on	  the	  investment	  employees	  have	  made	  to	  an	  organization	  and	  the	  perceived	  cost	  if	  they	  left	  their	  company.	  Normative	  commitment	  dealt	  with	  an	  employee’s	  perceived	  obligation	  to	  the	  organization	  where	  they	  current	  work	  or	  “…the	  ‘tone’	  with	  which	  the	  work	  is	  carried	  out”	  (Allen	  &	  Meyer,	  1996,	  p.	  267).	  When	  all	  three	  forms	  of	  commitment	  are	  considered	  together,	  they	  determine	  the	  relationship	  employees	  have	  within	  their	  workplace	  and	  are	  ultimately	  connected	  to	  whether	  people	  stay	  with	  their	  employer	  or	  leave	  (Meyer,	  Allen,	  &	  Smith,	  1993).	  At	  a	  time	  when	  many	  businesses	  have	  a	  revolving	  door	  with	  employees	  regularly	  coming	  and	  going,	  how	  does	  an	  organization	  ensure	  commitment	  among	  its	  employees?	  Meyer	  and	  Allen	  (1988)	  posited	  that	  employees’	  early	  experiences	  on	  the	  job	  are	  important	  in	  shaping	  their	  future	  commitment	  to	  a	  workplace.	  Johnson	  and	  Chang	  (2008)	  discovered	  a	  relationship	  between	  affective	  commitment	  and	  collective	  self-­‐concept.	  	  Organizations	  that	  support	  a	  collectivist	  or	  team	  approach	  within	  their	  work	  units	  might	  benefit	  from	  the	  personal	  attachment	  people	  have	  to	  one	  another.	  Affective	  commitment	  is	  also	  strongly	  correlated	  with	  job	  satisfaction	  (Meyer,	  Stanley,	  Herscovitch,	  &	  Topolnytsky,	  2002).	  Workers	  who	  have	  a	  high	  level	  of	  involvement	  in	  their	  organization	  are	  also	  likely	  to	  be	  more	  committed	  (Cohen,	  1999).	  In	  a	  study	  with	  university	  students	  and	  employees	  of	  a	  dozen	  Spanish	  public	  and	  private	  companies,	  Schaufeli	  et	  al.	  (2002)	  discovered	  the	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more	  engaged	  a	  person,	  as	  evidenced	  by	  exhibiting	  traits	  such	  as	  vigor,	  dedication,	  and	  absorption,	  the	  less	  likely	  he	  was	  to	  emote	  the	  qualities	  of	  burnout,	  including	  exhaustion,	  cynicism,	  and	  reduced	  efficacy	  that	  are	  often	  seen	  in	  dissatisfied	  employees	  who	  choose	  to	  stay	  in	  their	  jobs.	  	  Yet,	  even	  though	  employees	  may	  form	  their	  identities	  through	  the	  jobs	  they	  perform	  in	  the	  workplace,	  that	  identification	  does	  not	  necessarily	  translate	  to	  commitment	  to	  the	  organization	  (Hirschfeld	  &	  Feild,	  2000).	  	  Instead	  that	  commitment	  may	  be	  based	  on	  other	  qualities.	  Senge	  (1990)	  posited	  that	  organizations	  help	  to	  establish	  commonality	  among	  workers	  through	  a	  shared	  vision	  and	  operating	  values.	  When	  workers’	  values	  are	  in	  alignment	  with	  the	  values	  of	  their	  employer,	  they	  are	  likely	  to	  remain	  with	  an	  organization	  (Amos	  &	  Weathington,	  2008).	  Mowday	  (1999)	  agrees	  that	  companies	  with	  a	  strong	  corporate	  cultures	  and	  values	  may	  have	  a	  different	  relationship	  with	  employees	  than	  business	  owners	  who	  simply	  look	  at	  the	  economic	  exchanges	  between	  themselves	  and	  their	  workers.	  Therefore,	  learning	  what	  workers	  value	  can	  enhance	  this	  work	  commitment	  (Freund	  &	  Carmeli,	  2003).	  	  In	  their	  discussion	  of	  organizational	  commitment,	  work	  engagement,	  and	  job	  involvement,	  Hallberg	  and	  Schaufeli	  (2006)	  noted,	  “All	  three	  constructs	  appeared	  to	  be	  related	  to	  a	  decreased	  inclination	  to	  quit	  one’s	  work,	  but	  organizational	  commitment	  evidenced	  the	  most	  obvious	  association	  with	  turnover	  intention”	  (p.	  123).	  	  In	  essence,	  the	  more	  committed	  employees	  are	  to	  the	  organizations,	  the	  less	  likely	  they	  will	  be	  circulating	  their	  resumes	  to	  other	  employers.	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Job	  Embeddedness	  	  	   Employee	  retention	  is	  a	  construct	  closely	  tied	  to	  organizational	  commitment	  and	  job	  satisfaction.	  Mitchell	  et	  al.	  (2001)	  suggested	  that	  in	  general,	  people	  stay	  with	  an	  employer	  if	  they	  are	  satisfied	  with	  their	  jobs	  and	  committed	  to	  the	  organization.	  	  The	  authors	  noted	  that	  empirically,	  satisfaction	  and	  commitment	  are	  negatively	  linked	  to	  turnover.	  	  Several	  factors	  determine	  whether	  someone	  stays	  with	  an	  organization	  or	  leaves	  it.	  	  Similar	  to	  the	  three	  components	  of	  organizational	  commitment	  outlined	  by	  Meyer	  and	  Allen	  (1991),	  Mitchell	  et	  al.	  (2001)	  developed	  a	  construct	  called	  “job	  embeddedness,”	  which	  could	  help	  employers	  determine	  whether	  an	  employee	  would	  leave	  an	  organization	  or	  stay.	  	  The	  three	  dimensions	  of	  job	  embeddedness	  include	  fit,	  links,	  and	  sacrifice.	  	  Fit	  (organizational	  identity)	  includes	  employees’	  perceptions	  on	  how	  well	  they	  fit	  into	  an	  organization;	  the	  better	  the	  fit,	  the	  less	  likely	  they	  are	  to	  leave.	  	  Links	  include	  the	  connections	  people	  make	  to	  other	  employees	  in	  the	  workplace.	  	  The	  greater	  the	  number	  of	  links,	  the	  more	  likely	  employees	  will	  stay	  on	  the	  job.	  	  Finally,	  sacrifice	  entails	  the	  costs,	  either	  emotional	  or	  financial,	  workers	  would	  incur	  if	  they	  left	  a	  job.	  	  The	  greater	  the	  employees’	  job	  embeddedness,	  the	  less	  likely	  they	  are	  to	  leave	  an	  organization	  (Allen	  2006).	  	  According	  to	  this	  model,	  leaders	  who	  wish	  to	  retain	  employees	  should	  attempt	  to	  increase	  fit	  and	  links	  within	  an	  organization	  and	  prevail	  upon	  employees	  to	  consider	  the	  sacrifices	  employees	  would	  make	  if	  they	  left	  the	  company.	  	  	  	   Social	  relationships	  support	  the	  “links”	  within	  an	  organization.	  Holtom	  et	  al.	  (2006)	  posited,	  “…the	  social	  relationships	  formed	  by	  employees…are	  believed	  to	  create	  social	  capital,	  a	  resource	  that	  is	  being	  increasingly	  recognized	  as	  crucial	  for	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success…”	  (p.	  316).	  Teams	  or	  teamwork	  are	  a	  part	  of	  these	  social	  relationships.	  When	  organizations	  bring	  individuals	  together	  for	  a	  team	  assignment,	  it	  is	  important	  to	  show	  these	  employees	  the	  value	  of	  the	  team	  and	  to	  appropriately	  recognize	  teams	  for	  the	  work	  they	  do	  (Lembke	  &	  Wilson,	  1998).	  	  Social	  capital	  increases	  when	  an	  organization	  recognizes	  other	  important	  relationships	  as	  well.	  Crossley,	  Bennett,	  Jex,	  and	  Burnfield	  (2007)	  noted,	  organizations	  that	  understand	  family	  commitments,	  offer	  flexible	  hours,	  and	  encourage	  activities	  that	  promote	  community	  among	  employees	  may	  keep	  those	  employees	  from	  seeking	  employment	  elsewhere.	  
Leadership	  What	  role	  do	  leaders	  play	  with	  regard	  to	  their	  relationship	  with	  followers?	  Three	  leadership	  constructs	  appear	  to	  have	  ties	  with	  the	  concept	  of	  immensely	  satisfying	  work,	  including	  transformational	  leadership,	  spiritual	  leadership/spiritual	  work	  environments,	  and	  leader-­‐member	  exchange	  (LMX).	  
Transformational	  Leadership	  Burns	  (1978)	  provided	  the	  foundational	  work	  in	  transformational	  leadership	  through	  his	  definitions	  of	  the	  terms	  transactional	  and	  transforming	  leadership.	  He	  suggested	  transforming	  leaders	  and	  their	  followers	  are	  bound	  together,	  collectively	  raising	  each	  other	  up	  to	  accomplish	  greater	  goals.	  	  He	  also	  described	  leadership	  as	  “…inseparable	  from	  followers’	  needs	  and	  goals”	  (p.	  19).	  	  Burns	  (1978)	  suggested	  that	  the	  leader	  who	  exhibited	  ethical	  or	  moral	  behavior	  could	  inspire	  followers	  to	  behave	  in	  the	  same	  manner.	  	  
	   17	  
Bass	  (1996)	  expanded	  Burns’	  ideas	  into	  the	  notion	  of	  full-­‐range	  leadership.	  	  He	  ascribed	  four	  qualities	  to	  transformational	  leaders:	  	  idealized	  influence,	  inspirational	  motivation,	  intellectual	  stimulation	  and	  individualized	  consideration.	  With	  idealized	  influence,	  leaders	  behaved	  as	  role	  models	  instilling	  pride	  for	  the	  organization’s	  objectives.	  Inspirational	  motivation	  involved	  leaders	  providing	  meaning	  and	  purpose	  to	  followers.	  	  With	  intellectual	  stimulation,	  a	  leader	  gave	  followers	  new	  perspectives.	  	  Finally,	  a	  leader	  who	  exhibited	  individualized	  consideration	  elevated	  followers	  through	  personal	  consideration.	  The	  author	  maintained,	  “The	  transformational	  leader	  motivates	  followers	  to	  work	  for	  transcendental	  goals	  and	  for	  higher	  level	  self-­‐actualizing	  needs	  instead	  of	  immediate	  self-­‐interests”	  (Bass,	  1996,	  p.	  740).	  	  Howell	  and	  Avolio	  (1993)	  also	  took	  Burns’	  model	  and	  assigned	  three	  behavioral	  traits	  to	  transformational	  leaders:	  charisma,	  intellectual	  stimulation	  and	  individualized	  consideration.	  However,	  Barbuto	  (1997)	  took	  exception	  to	  their	  definition	  of	  transformational	  leadership.	  The	  author	  suggested	  that	  charisma	  was	  a	  behavioral	  construct	  that	  should	  not	  be	  a	  part	  of	  the	  transformational	  model.	  	  Barbuto	  posited	  that	  charisma	  lessened	  the	  impact	  of	  transformational	  exchanges	  between	  leaders	  and	  followers,	  since	  the	  leader,	  not	  the	  organizational	  goals,	  inspired	  subordinates.	  He	  observed,	  “By	  separating	  the	  constructs,	  scholars	  can	  advocate	  transformational	  leadership	  as	  a	  robust	  and	  exhilarating	  leadership	  style	  to	  motivate	  followers	  to	  pursue	  organizational	  goals”	  (Barbuto,	  1997,	  p.	  695).	  The	  literature	  clearly	  ties	  transformational	  leadership	  to	  the	  idea	  of	  work	  satisfaction.	  Bass	  (2000)	  suggested	  transformational	  leaders	  are	  effective	  at	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improving	  job	  satisfaction	  and	  commitment	  in	  the	  workplace.	  These	  leaders	  help	  to	  instill	  positive	  work-­‐related	  attitudes	  that	  keep	  employees	  from	  leaving	  (Walumbwa,	  Wang,	  Lawler,	  &	  Shi,	  2004).	  
Spiritual	  Leadership/Spiritual	  Work	  Environments	  
	  Spirituality	  has	  commanded	  a	  high	  level	  of	  attention,	  both	  among	  scholars	  and	  businesses	  (Benefiel,	  2005;	  Elmes	  &	  Smith,	  2001;	  Korac-­‐Kakabadse,	  Kouzmin,	  &	  Kakabadse,	  2002;	  Neal,	  Bergmann	  Lichtenstein,	  &	  Banner,	  1999).	  In	  one	  research	  study,	  Duchon	  and	  Ashmos	  Plowman	  (2005)	  discovered	  a	  relationship	  between	  productivity	  and	  workplace	  spirituality.	  Within	  the	  leadership	  literature,	  scholars	  have	  discussed	  whether	  spiritual	  work	  environments	  or	  spiritual	  leadership	  can	  create	  more	  satisfied	  employees	  or	  give	  workers	  a	  sense	  of	  meaning	  in	  what	  they	  do	  (Ashmos	  &	  Duchon,	  2000;	  Cavanagh	  &	  Bandsuch,	  2002;	  Lee,	  Sirgy,	  Efraty,	  &	  Siegel,	  2003;	  Mitroff	  &	  Denton,	  1999).	  	  One	  definition	  of	  spiritual	  leadership,	  forwarded	  by	  Fry	  and	  Cohen	  (2009)	  suggested,	  	  The	  purpose	  of	  spiritual	  leadership	  is	  to	  tap	  into	  the	  fundamental	  needs	  of	  both	  leader	  and	  follower	  for	  spiritual	  well-­‐being	  through	  calling	  and	  membership,	  to	  create	  vision	  and	  value	  congruence	  across	  the	  individual,	  empowered	  team…and,	  ultimately,	  to	  foster	  higher	  levels	  of	  employee	  well-­‐being,	  organizational	  commitment,	  financial	  performance,	  and	  social	  responsibility	  (p.	  266-­‐267).	  	  	  Ashmos	  and	  Duchon	  (2000)	  also	  operationalized	  constructs	  that	  are	  part	  of	  spiritual	  work	  environments,	  including	  community,	  meaning	  and	  purpose,	  and	  inner	  life.	  	  The	  authors	  observed	  that	  a	  job	  could	  provide	  a	  community	  where	  people	  feel	  connected	  with	  others	  and	  the	  work	  they	  do.	  	  In	  organizations	  that	  practice	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collective	  learning,	  it	  is	  essential	  for	  member	  to	  feel	  like	  they	  are	  part	  of	  the	  team	  or	  the	  community	  (Porth,	  McCall,	  &	  Bausch,	  1999).	  	  McCormick	  (1994)	  suggested	  spirituality	  could	  be	  successful	  in	  the	  workplace	  if	  leaders	  find	  common	  spiritual	  themes	  among	  employees.	  Having	  meaningful	  work	  means	  more	  than	  simply	  bringing	  home	  a	  paycheck	  (Klenke,	  2003;	  Konz	  &	  Ryan,	  1999;	  Neal	  et	  al.,	  1999).	  	  For	  some,	  meaningful	  work	  is	  a	  vocation	  or	  a	  calling	  (Fry,	  2003;	  Markow	  &	  Klenke,	  2005).	  For	  others,	  it	  means	  being	  passionate	  or	  energized	  in	  the	  workplace	  (Kinjerski	  &	  Skrypnek,	  2004).	  	  	  People	  want	  to	  experience	  a	  work-­‐life	  balance	  (Mitroff	  &	  Denton,	  1999).	  The	  authors	  observed	  that	  currently,	  many	  organizations	  allow	  employees	  to	  only	  bring	  a	  fraction	  of	  their	  lives	  to	  work.	  	  Yet,	  although	  people	  want	  to	  bring	  their	  authentic	  selves	  to	  work	  (Ashar	  &	  Lane-­‐Maher,	  2004)	  they	  might	  be	  reluctant	  to	  do	  so	  (Lips-­‐Wiersma	  &	  Mills,	  2002).	  	  	  For	  all	  the	  possibilities	  that	  surround	  spirituality	  as	  a	  contributor	  to	  greater	  work	  satisfaction,	  challenges	  exist	  with	  the	  construct	  because	  the	  term	  spirituality	  is	  not	  well	  defined,	  or	  has	  multiple	  connotations	  (Hicks,	  2002;	  Kinjerski	  &	  Skrypneck,	  2004;	  Krishnakumar	  &	  Neck,	  2002;	  Malone	  &	  Fry,	  2003;	  Markow	  &	  Klenke,	  2005).	  Researchers	  noted	  this	  leads	  to	  suspicions	  that	  spirituality	  is	  actually	  religion	  in	  disguise.	  (Mitroff	  &	  Denton,	  1999;	  Vaill,	  1998).	  Some	  scholars	  observed	  it	  is	  difficult	  to	  separate	  the	  two	  constructs	  (Cavanagh,	  1999;	  Giacalone	  &	  Jurkiewicz,	  2003).	  	  Yet	  others	  maintained,	  spirituality	  can	  have	  its	  own	  definition	  apart	  from	  any	  religion	  underpinnings	  (Korac-­‐Kakabadse	  et	  al.,	  2002;	  Hill	  &	  Pargament,	  2003;	  Mitroff	  &	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Denton,	  1999).	  Until	  scholars	  and	  business	  leaders	  develop	  broader	  interpretations	  of	  the	  construct,	  this	  exchange	  is	  likely	  to	  continue.	  
Leader-­Member	  Exchange	  (LMX)	  Relationships	  between	  leaders	  and	  their	  followers	  are	  multi-­‐dimensional	  (Dienesch	  &	  Liden,	  1996),	  yet	  they	  are	  certainly	  a	  part	  of	  the	  job	  satisfaction	  and	  organizational	  commitment	  equation.	  Dansereau,	  Graen	  and	  Haga	  (1975)	  first	  discussed	  a	  “vertical	  dyad	  linkage”	  in	  which	  an	  exchange	  relationship	  takes	  place	  between	  a	  leader	  and	  follower.	  	  They	  suggested	  that	  all	  employees	  are	  not	  treated	  in	  the	  same	  manner	  by	  their	  supervisor.	  	  Dansereau	  et	  al.	  (1975)	  maintained	  that	  within	  any	  organization,	  there	  exists	  an	  “in”	  group	  and	  an	  “out”	  group;	  those	  who	  were	  part	  of	  the	  “in”	  group	  tended	  to	  have	  more	  communication	  and	  higher	  job	  satisfaction	  than	  other	  employees.	  Other	  scholars	  posited	  that	  exchanges	  between	  leaders	  and	  their	  followers	  were	  observable	  and	  suggested	  certain	  demographic	  variables	  could	  predict	  in/out	  group	  status	  (Duchon,	  Green,	  &	  Taber,	  1986).	  	  Using	  the	  term,	  "leader	  member	  exchange”	  (LMX),	  Liden,	  Wayne,	  and	  Stilwell	  (1993)	  observed	  that	  a	  leader’s	  expectation	  of	  a	  follower	  formed	  very	  early	  in	  the	  relationship	  and	  typically	  did	  not	  change	  as	  the	  relationship	  progressed.	  	  They	  suggested	  that	  followers	  who	  cultivated	  these	  positive	  relationships	  would	  more	  likely	  benefit	  from	  desirable	  work	  assignments,	  rewards,	  and	  positive	  feedback.	  	  	  Later	  studies	  seemed	  to	  indicate	  this	  as	  well.	  Gerstner	  and	  Day	  (1997)	  did	  a	  meta-­‐analysis	  of	  the	  LMX	  literature	  and	  discovered	  a	  strong	  relationship	  between	  leader-­‐member	  exchange	  and	  workplace	  attitudes	  such	  as	  job	  satisfaction,	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commitment,	  satisfaction	  with	  supervisors,	  and	  the	  desire	  to	  stay	  within	  a	  job.	  	  As	  part	  of	  a	  study	  on	  leader-­‐member	  exchange	  and	  perceived	  organizational	  support,	  Wayne,	  Shore,	  and	  Liden,	  (1997)	  surveyed	  more	  than	  1,400	  employees	  and	  500	  managers	  on	  a	  variety	  of	  workplace	  perceptions,	  including	  constructs	  such	  as	  organizational	  tenure,	  developmental	  experiences,	  perceived	  organizational	  support,	  leader-­‐member	  exchange,	  intentions	  to	  quit,	  and	  others.	  	  The	  authors	  noted	  that	  positive	  leader-­‐member	  exchange	  contributed	  to	  employees’	  perceptions	  about	  their	  support	  from	  an	  organization.	  Interestingly	  enough,	  it	  appeared	  to	  be	  a	  self-­‐fulfilling	  prophecy	  –	  employees	  who	  had	  been	  given	  growth	  opportunities	  within	  an	  organization	  may	  have	  had	  a	  closer	  relationship	  to	  their	  supervisors	  because	  that	  leader	  placed	  greater	  value	  on	  an	  employee	  with	  a	  elevated	  skill	  set	  that	  would	  benefit	  the	  organization	  (Wayne	  et	  al.,	  1997).	  Employees	  who	  felt	  cared	  about	  and	  valued	  by	  an	  organization	  grew	  to	  trust	  that	  organization	  (Wayne	  et	  al.,	  1997).	  It	  might	  be	  beneficial	  then,	  for	  the	  leadership	  of	  an	  organization	  to	  create	  a	  positive	  LMX	  relationship	  with	  a	  wider	  group	  of	  individuals	  within	  their	  ranks.	  Did	  the	  positive	  LMX	  relationship	  hinge	  solely	  on	  what	  the	  employer	  did,	  or	  could	  the	  employee’s	  actions	  also	  influence	  it?	  In	  order	  to	  develop	  a	  higher	  LMX	  relationship	  with	  a	  leader,	  the	  follower	  might	  engage	  in	  ingratiating	  or	  conforming	  behaviors	  (Deluga	  &	  Perry,	  1994).	  	  Yet	  the	  authors	  acknowledged	  the	  danger	  in	  these	  behaviors,	  suggesting	  they	  could	  lead	  to	  “group	  think”	  within	  an	  organization.	  	  When	  “group	  think”	  happened,	  they	  noted,	  	  “The	  supervisor…becomes	  insulated	  from	  valuable	  advice	  that	  he	  or	  she	  may	  not	  wish,	  but	  needs	  to	  hear”	  (Deluga	  &	  Perry,	  1994,	  p.	  82).	  The	  authors	  suggested	  that	  leaders	  could	  consider	  requiring	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subordinates	  to	  question	  them	  or	  present	  alternate	  ideas	  in	  order	  to	  combat	  these	  ingratiating	  tactics.	  	  	  
Public	  Relations	  My	  study	  of	  immensely	  satisfying	  work	  included	  interviews	  with	  participants	  who	  were	  all	  public	  relations	  practitioners.	  Public	  relations	  is	  a	  unique	  occupation.	  Cutlip,	  Center,	  and	  Broom	  (2000)	  observed	  that	  public	  relations	  tactics	  have	  been	  around	  since	  antiquity.	  In	  the	  United	  States,	  the	  field	  of	  public	  relations	  was	  introduced	  through	  the	  work	  of	  several	  pioneers,	  including	  Edward	  Bernays,	  the	  nephew	  of	  the	  Austrian	  psychoanalyst	  Sigmund	  Freud	  (Lattimore	  et	  al.,	  2004)	  and	  Ivy	  Lee,	  who	  in	  1903,	  quit	  his	  job	  as	  a	  journalist	  and	  went	  to	  work	  as	  a	  publicist	  for	  a	  political	  campaign	  (Cutlip	  et	  al.,	  2000).	  	  Selnow	  and	  Wilson	  (1985)	  observed	  public	  relations	  practitioners	  come	  from	  a	  variety	  of	  academic	  and	  professional	  backgrounds,	  the	  most	  notable	  of	  which	  are	  journalism,	  teaching,	  and	  public	  administration.	  	  More	  than	  90	  percent	  have	  earned	  undergraduate	  degrees	  and	  among	  those	  who	  return	  to	  school,	  more	  than	  one-­‐fourth	  obtain	  graduate	  degrees	  in	  public	  relations.	  Yet,	  regardless	  of	  their	  education	  or	  training,	  anyone	  can	  call	  themselves	  a	  public	  relations	  practitioner.	  Unlike	  careers	  such	  as	  law	  or	  medicine,	  in	  which	  you	  must	  have	  a	  specific	  degree	  or	  certain	  credentials	  to	  work	  legally,	  no	  such	  credentials	  are	  required	  in	  public	  relation.	  This	  led	  to	  early	  discussion	  and	  debate	  about	  whether	  the	  public	  relations	  field	  was	  a	  craft	  or	  a	  profession	  (McKee,	  Nayman,	  &	  Lattimore,	  1975)	  and	  what	  its	  role	  should	  be	  in	  an	  organizational	  setting.	  	  “Since	  its	  inception,	  public	  relations	  scholars	  and	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practitioner	  have	  struggled	  with	  defining	  what	  public	  relations	  is,	  what	  it	  does,	  and	  what	  it	  should	  be	  doing”	  (Ledingham	  &	  Bruning,	  2000,	  p.	  55).	  The	  field	  of	  public	  relations	  has	  grown	  during	  the	  past	  few	  decades	  (Seitel,	  2004).	  	  Once,	  primarily	  press	  agents	  early	  in	  the	  history	  of	  the	  profession	  (Cutlip	  et	  al.,	  2000),	  public	  relations	  practitioners’	  roles	  have	  expanded	  to	  include	  analyzing	  and	  interpreting	  public	  opinion,	  counseling	  organizational	  leadership,	  researching	  communication	  strategies	  to	  achieve	  optimal	  public	  understanding,	  setting	  communication	  objectives,	  and	  developing	  relationships	  with	  stakeholders	  (“Public	  Relations	  Defined,”	  n.d.).	  Grunig	  and	  Hunt	  (1984)	  were	  among	  the	  first	  to	  develop	  four	  models	  suggesting	  how	  public	  relations	  practitioners	  communicate;	  two	  of	  the	  models	  (press	  agentry/publicity	  and	  public	  information)	  utilized	  one-­‐way	  communication	  from	  an	  organization	  to	  its	  stakeholders;	  two	  of	  the	  models	  (two-­‐way	  asymmetrical	  and	  two-­‐way	  symmetrical)	  offered	  two-­‐way	  information	  between	  the	  organization	  and	  its	  publics	  (cited	  in	  Grunig	  &	  Grunig,	  1992).	  	  The	  authors	  noted,	  	  The	  two-­‐way	  symmetrical	  model	  makes	  use	  of	  research	  and	  other	  forms	  of	  two-­‐way	  communication.	  Unlike	  the	  two-­‐way	  asymmetrical	  model,	  however,	  it	  uses	  research	  to	  facilitate	  understanding	  and	  communication	  rather	  than	  to	  identify	  messages	  most	  likely	  to	  motivate	  or	  persuade	  publics.	  In	  the	  symmetrical	  model,	  understanding	  is	  the	  principal	  objective	  rather	  than	  persuasion	  (p.	  289).	  	  	  In	  modern	  times,	  public	  relations	  practitioners	  achieve	  optimal	  results	  through	  two-­‐way	  symmetrical	  communication.	  They	  do	  this	  by	  using	  research	  to	  develop	  their	  public	  relations	  strategies	  and	  by	  understanding	  their	  stakeholders	  through	  two-­‐way	  conversations	  (Grunig	  &	  Grunig,	  1992).	  Through	  these	  strategies	  and	  the	  use	  of	  modern	  technology,	  practitioners	  have	  the	  opportunity	  for	  two-­‐way	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dialogue	  and	  even	  collaboration	  with	  the	  public	  (Flynn,	  2006).	  	  The	  author	  observed,	  “Public	  relations	  managers	  must	  now	  be	  relationship	  builders,	  reputation	  managers,	  and	  responsible	  advocates,	  for	  both	  their	  organizations	  and	  the	  stakeholders…”(p.	  197).	  	  While	  some	  scholars	  observed	  that	  the	  word	  “relationships”	  is	  not	  clearly	  defined	  as	  it	  relates	  to	  public	  relations	  (Broom,	  Casey,	  &	  Ritchey,	  1997;	  Brunner,	  2008),	  practitioners	  in	  the	  field	  continue	  to	  work	  at	  establishing	  and	  maintaining	  relationships	  as	  part	  of	  their	  job	  function	  (Lattimore	  et	  al.,	  2004).	  The	  relationships	  organizations	  cultivate	  through	  their	  public	  relations	  practices	  can	  have	  a	  powerful	  impact	  on	  stakeholders.	  In	  a	  study	  of	  banks	  customers,	  respondents	  reported	  higher	  levels	  of	  satisfaction	  when	  they	  believed	  the	  banking	  institutions	  through	  which	  they	  did	  business,	  had	  a	  relationship	  with	  them	  (Bruning	  &	  Hatfield,	  2002).	  The	  authors	  observed,	  	  When	  organizations	  became	  involved	  in	  activities	  that	  affect	  the	  life	  facet	  satisfaction	  of	  key	  public	  members,	  mutually	  beneficial	  relationships	  can	  be	  facilitated	  because	  key	  public	  members	  recognize	  that	  the	  organization	  is	  involved,	  invested,	  and	  committed	  to	  activities/initiatives	  that	  influence	  their	  life	  satisfaction	  and	  happiness	  (p.	  14).	  	  Public	  relations	  practitioners	  can	  build	  trust,	  improve	  satisfaction,	  and	  develop	  relationships	  among	  various	  stakeholder	  groups	  by	  communicating	  openly	  with	  these	  key	  publics	  (Bruning,	  Castle,	  &	  Schrepfer,	  2004;	  Bruning	  &	  Galloway,	  2003).	  Yet,	  while	  Bruning	  (2002)	  noted	  that	  organizations	  are	  typically	  good	  at	  imparting	  information	  to	  stakeholders,	  they	  are	  less	  effective	  at	  “…making	  the	  key	  public	  member	  feel	  they	  are	  valued	  in	  the	  relationship”	  (p.	  45).	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Public	  Relations	  and	  Job	  Satisfaction	  Public	  relations	  practitioners	  work	  at	  establishing	  satisfaction	  and	  relationships	  among	  stakeholders.	  Yet,	  limited	  scholarly	  research	  exists	  related	  to	  their	  job	  satisfaction.	  Serini,	  Toth,	  Wright,	  and	  Emig	  (1997)	  observed,	  “Their	  profession	  and	  the	  perceptions	  of	  their	  profession	  limit	  and	  define	  their	  career	  path	  and,	  ultimately,	  their	  satisfaction	  with	  that	  path”	  (p.	  103).	  One	  of	  the	  earliest	  investigations	  questioned	  where	  public	  relations	  fit	  within	  the	  organizational	  hierarchy.	  As	  it	  was	  noted	  earlier,	  more	  than	  three	  decades	  ago,	  McKee	  et	  al.	  (1975)	  conducted	  a	  survey	  to	  explore,	  among	  other	  things,	  whether	  practitioners	  considered	  public	  relations	  a	  profession	  or	  a	  craft.	  	  Public	  relations	  practitioners	  who	  took	  the	  survey	  were	  in	  strong	  agreement	  that	  the	  field	  of	  public	  relations	  required	  special	  knowledge	  and	  skills	  –	  most	  viewed	  themselves	  as	  professionals	  and	  worked	  at	  professional	  performance.	  Later	  studies	  supported	  that	  idea.	  Public	  relations	  practitioners	  reported	  higher	  satisfaction	  when	  operating	  in	  a	  leadership	  or	  managerial	  capacity	  rather	  than	  the	  role	  of	  a	  technician	  (Broom	  &	  Dozier,	  1986;	  Rentner	  &	  Bissland,	  1990).	  	  In	  a	  survey	  with	  649	  public	  relations	  practitioners,	  Rentner	  and	  Bissland	  (1990)	  also	  observed	  public	  relations	  practitioners	  were	  most	  satisfied	  when	  they	  had	  autonomy	  in	  their	  jobs	  and	  the	  opportunity	  to	  advance	  within	  their	  organizations.	  	  A	  study	  of	  job	  satisfaction	  among	  men	  and	  women	  in	  public	  relations	  by	  Selnow	  and	  Wilson	  (1985)	  found	  high	  job	  satisfaction	  among	  practitioners;	  however,	  women	  respondents	  reported	  less	  satisfaction	  than	  men	  in	  the	  areas	  of	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creative	  challenges	  and	  salary.	  Despite	  their	  education	  and	  age,	  the	  authors	  noted	  that	  women	  in	  this	  survey	  earned	  less	  compared	  to	  their	  male	  counterparts.	  	  In	  the	  past	  few	  decades,	  research	  about	  job	  satisfaction	  in	  the	  field	  of	  public	  relations	  has	  expanded	  worldwide.	  In	  his	  study	  of	  the	  public	  relations	  profession	  in	  Nigeria,	  Pratt	  (1986)	  observed	  that	  the	  more	  practitioners	  are	  involved	  in	  organizational	  decision-­‐making,	  the	  greater	  likelihood	  they	  will	  be	  satisfied	  in	  their	  jobs.	   In	  satisfaction	  studies	  with	  practitioners	  in	  Bulgaria	  (Karadjov,	  Kim,	  &	  Karavasilev,	  2000)	  and	  Korea	  (Kim	  &	  Hon,	  1998),	  researchers	  noted	  that	  public	  relations	  practitioners’	  job	  satisfaction	  appeared	  to	  be	  higher	  when	  they	  practiced	  two-­‐way,	  rather	  than	  one-­‐way	  communication	  with	  stakeholders.	  	  Given	  the	  political	  structure	  within	  these	  countries,	  however,	  the	  authors	  noted	  that	  this	  type	  of	  two-­‐way	  communication	  was	  only	  just	  beginning	  to	  emerge.	  Serini	  et	  al.	  (1997)	  conducted	  mixed	  methods	  research	  about	  job	  satisfaction	  and	  gender	  for	  public	  relations	  practitioners.	  Following	  a	  survey	  on	  job	  satisfaction,	  the	  researchers	  conducted	  separate	  focus	  groups	  with	  men	  and	  women	  in	  Chicago,	  Seattle,	  and	  Washington	  D.C.	  to	  explore	  whether	  differences	  existed	  between	  men	  and	  women	  public	  relations	  practitioners	  when	  it	  came	  to	  job	  satisfaction.	  Among	  other	  comments,	  the	  men	  in	  the	  study	  suggested	  that	  a	  public	  relations	  position	  did	  not	  offer	  them	  the	  same	  prestige	  or	  respect	  as	  other	  executive	  positions	  within	  a	  company.	  In	  tough	  economic	  times,	  they	  believed	  it	  was	  typically	  one	  of	  the	  first	  jobs	  to	  be	  cut	  from	  an	  organization,	  requiring	  those	  left	  behind	  to	  do	  more	  with	  less.	  Men	  in	  the	  study	  also	  noticed	  the	  preponderance	  of	  women	  as	  public	  relations	  
	   27	  
practitioners.	  In	  explaining	  women’s	  satisfaction,	  the	  men	  observed	  it	  might	  be	  a	  good	  field	  for	  women,	  especially	  those	  who	  wanted	  to	  take	  time	  out	  to	  have	  a	  family.	  In	  a	  separate	  conversation,	  the	  women	  reported	  new	  opportunities	  available	  to	  them	  in	  public	  relations	  as	  managers,	  along	  with	  a	  broader	  array	  of	  public	  relations	  career	  choices.	  With	  regard	  to	  pay,	  they	  wondered	  how	  public	  relations	  positions	  were	  valued	  in	  relationship	  to	  other	  positions	  within	  their	  organization.	  The	  women	  also	  observed	  that	  while	  they	  invested	  themselves	  in	  their	  organizations	  or	  their	  work,	  they	  often	  needed	  to	  change	  jobs	  to	  advance	  in	  the	  profession.	  In	  exploring	  the	  factors	  that	  influenced	  satisfaction	  between	  genders,	  Serini	  et	  al.	  (1997)	  noted	  that	  both	  men	  and	  women	  were	  frustrated	  at	  organizational	  cutbacks	  that	  often	  eliminated	  the	  opportunity	  for	  them	  to	  advance.	  Both	  genders	  agreed	  that	  often	  the	  path	  to	  move	  up	  was	  to	  move	  out	  of	  their	  present	  work	  environment.	  Through	  one	  open-­‐ended	  question	  placed	  on	  an	  online	  survey,	  Kang	  (2010)	  explored	  the	  link	  between	  job	  satisfaction	  and	  ethical	  conflict	  among	  public	  relations	  practitioners.	  	  The	  author	  posited	  that	  as	  ethical	  conflicts	  increased,	  so	  did	  a	  practitioner’s	  job	  dissatisfaction.	  Some	  practitioners	  felt	  they	  struggled	  with	  their	  leaders	  about	  telling	  the	  truth	  to	  stakeholders.	  	  A	  few	  were	  placed	  in	  positions	  where	  they	  were	  “…forced	  to	  keep	  silent,	  to	  only	  partially	  disclose	  information,	  or	  even	  to	  lie”	  (p.	  154).	  Practitioners	  suggested	  that	  open	  communication	  between	  an	  organization	  and	  stakeholders	  helped	  to	  mitigate	  their	  ethical	  concerns.	  Kang	  (2010)	  suggested	  future	  research	  was	  warranted	  exploring	  the	  relationship	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between	  ethics	  and	  job	  satisfaction.	  Both	  studies	  are	  valuable	  in	  further	  exploring	  the	  meaning	  of	  immensely	  satisfying	  work	  for	  public	  relations	  practitioners.	  	  
Summary	  	  The	  constructs	  of	  job	  satisfaction,	  organizational	  commitment,	  and	  job	  embeddedness	  are	  well	  noted	  in	  the	  primarily	  quantitative	  scholarly	  literature,	  with	  scholars	  studying	  a	  variety	  of	  fields	  and	  professions	  including	  law,	  (Freund	  &	  Carmeli,	  2003)	  education,	  (Davis	  &	  Wilson,	  2000)	  the	  military	  (Fry,	  Vitucci,	  &	  Cedillo,	  2005)	  and	  nursing	  (Kovner,	  Brewer,	  Wu,	  Cheng,	  &	  Suzuki,	  2006;	  Lazar,	  2009).	  Limited	  quantitative	  research	  exists	  about	  job	  satisfaction	  in	  the	  communication	  profession	  and	  among	  public	  relations	  practitioners	  (Broom	  &	  Dozier,	  1986;	  Karadjov	  et	  al.,	  2000;	  Kim	  &	  Hon,	  1998;	  Pratt,	  1986;	  Rentner	  &	  Bissland,	  1990;	  Selnow	  &	  Wilson,	  1985),	  as	  well	  as	  a	  paucity	  of	  scholarly	  mixed	  methods	  research	  exploring	  job	  satisfaction	  among	  public	  relations	  practitioners	  (Kang,	  2010;	  Serini	  et	  al.,	  1997).	  Further,	  I	  found	  no	  qualitative,	  peer-­‐reviewed	  research	  currently	  exploring	  the	  phenomenon	  of	  immensely	  satisfying	  work	  among	  public	  relations	  practitioners.	  	  	  Therefore,	  a	  phenomenological	  qualitative	  study	  was	  used	  to	  uncover	  answers	  to	  the	  central	  question:	  what	  is	  the	  meaning	  of	  immensely	  satisfying	  work	  for	  public	  relations	  practitioners	  working	  in	  the	  Midwest?	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Chapter	  Three	  	  
Methodology	  	  
	  
What	  does	  not	  satisfy	  when	  we	  find	  it,	  was	  not	  the	  
thing	  we	  were	  desiring	  –	  C.	  S.	  Lewis	  	  	  	  	  	   This	  study	  seeks	  a	  greater	  understanding	  of	  the	  meaning	  of	  immensely	  satisfying	  work	  for	  a	  group	  of	  public	  relations	  practitioners	  living	  in	  the	  Midwest.	  I	  used	  a	  qualitative	  methodology	  to	  collect	  data	  in	  order	  to	  answer	  this	  question.	  The	  following	  section	  outlines	  the	  research	  methodology	  I	  used	  in	  this	  endeavor.	  
Qualitative	  Methodology	  The	  underpinnings	  of	  qualitative	  design	  mandate	  that	  researchers	  connect	  with	  participants	  in	  the	  field,	  admitting	  their	  research	  is	  value-­‐laden,	  documenting	  their	  findings	  in	  a	  personal	  or	  literary	  way,	  and	  ultimately	  bridging	  the	  practical	  components	  of	  the	  research	  with	  the	  philosophical	  (Creswell,	  2007).	  Van	  Manen	  (1990)	  asserted	  it	  is	  through	  this	  subjectivity,	  that	  the	  researcher	  can	  provide	  the	  richest,	  most	  complete	  description	  possible.	  With	  qualitative	  design,	  “Explanations	  tend	  to	  be	  rich	  in	  detail,	  sensitive	  to	  context,	  and	  capable	  of	  showing	  the	  complex	  processes	  or	  sequences	  of	  social	  life”	  (Neuman,	  2006,	  p.	  459).	  	  My	  study,	  which	  focuses	  on	  the	  descriptions	  participants	  provide	  about	  the	  meaning	  of	  immensely	  satisfying	  work,	  is	  well	  suited	  for	  this	  research	  design.	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Denzin	  and	  Lincoln	  (2003)	  observed	  that	  qualitative	  research	  is	  like	  a	  jazz	  performance,	  with	  many	  elements	  happening	  simultaneously	  –	  a	  multitude	  of	  voices,	  points	  of	  view,	  and	  perspectives.	  It	  relies	  on	  perception,	  intuition,	  and	  understanding,	  and	  can	  help	  quantitative	  researchers	  with	  their	  experiments,	  measurements,	  and	  theories	  (Stake,	  2010).	  Although	  no	  universal	  methodology	  exists	  for	  this	  form	  of	  research,	  scholars	  acknowledge	  common	  elements	  within	  qualitative	  design	  (Marshall	  &	  Rossman,	  2006).	  Creswell	  (2007,	  pp.	  37-­‐39)	  has	  outlined	  some	  of	  the	  following	  elements	  of	  qualitative	  inquiry:	  1. Naturalistic	  setting:	  Instead	  of	  a	  laboratory	  setting,	  the	  researcher	  collects	  data	  in	  the	  field,	  working	  directly	  with	  participants.	  2. Researcher	  as	  the	  key	  instrument:	  	  The	  qualitative	  researcher	  is	  typically	  the	  primary	  gatherer	  of	  information,	  the	  one	  who	  conducts	  interviews	  or	  observes	  behaviors.	  3. Multiple	  sources	  of	  data:	  	  Researchers	  rely	  on	  many	  types	  of	  data	  to	  conduct	  their	  study,	  such	  as	  interviews,	  artifacts,	  or	  observations.	  4. Inductive	  Data	  Analysis:	  	  Qualitative	  researchers	  design	  their	  study	  from	  the	  ground	  up,	  constantly	  going	  back	  and	  forth	  between	  the	  data	  and	  the	  developing	  themes	  until	  a	  clear	  pattern	  emerges.	  	  5. Participant	  Meanings:	  	  In	  qualitative	  design,	  the	  researchers	  are	  keenly	  interested	  in	  meaning	  participants	  ascribe	  to	  a	  given	  topic.	  6. Interpretive	  Inquiry:	  	  Qualitative	  research	  is	  open	  to	  the	  interpretation	  of	  what	  researchers	  hear,	  see,	  and	  experience.	  	  Once	  the	  research	  process	  is	  complete,	  qualitative	  researchers	  offer	  their	  interpretation	  of	  the	  issue.	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Creswell	  (2007)	  suggested	  researchers	  conduct	  qualitative	  research	  when	  they	  want	  a	  more	  complete	  description	  or	  understanding	  of	  an	  issue.	  	  He	  asserted,	  “Qualitative	  inquiry	  represents	  a	  legitimate	  mode	  of	  social	  and	  human	  science	  exploration,	  without	  apology	  or	  comparisons	  to	  quantitative	  research”	  (p.	  11).	  	  
Tradition	  of	  Inquiry/Phenomenology	  I	  conducted	  my	  research	  as	  a	  phenomenology,	  engaging	  in	  the	  philosophical	  and	  procedural	  principles	  outlined	  for	  this	  tradition	  of	  inquiry.	  	  Hatch	  (2002)	  asserted	  most	  qualitative	  work	  is	  rooted	  in	  the	  principles	  of	  phenomenology.	  Instead	  of	  an	  objective	  data	  collection	  process	  in	  which	  researchers	  attempt	  to	  remove	  their	  biases,	  the	  philosophy	  of	  phenomenology	  is	  one	  that	  focuses	  on	  subjective	  human	  experiences	  and	  descriptions	  of	  meaning	  (Polkinghorne,	  1989).	  	  For	  this	  form	  of	  qualitative	  inquiry,	  Moustakas	  (1994)	  presented	  a	  unique	  challenge	  for	  anyone	  who	  is	  intent	  on	  using	  the	  phenomenological	  research	  design.	  As	  a	  scholar	  conducting	  this	  type	  of	  research,	  I	  must	  possess	  the	  ability	  to	  withhold	  previously	  preconceived	  ideas	  or	  stereotypes	  about	  a	  phenomenon	  (bracketing/epoche),	  yet	  at	  the	  same	  time,	  remain	  reflective,	  fully	  present,	  and	  engaged	  as	  I	  explore	  its	  meaning	  (intentionality).	  	  	  The	  philosophical	  origins	  of	  phenomenology	  came	  to	  us	  through	  the	  work	  of	  Edmund	  Husserl,	  whose	  work	  dealt	  in	  the	  meaning	  and	  essence	  of	  experience	  (Moustakas,	  1994).	  	  Polkinghorne	  (1989)	  posited	  that	  in	  the	  natural	  sciences,	  the	  map	  or	  path	  to	  reality	  is	  formed	  through	  a	  scientific	  description	  of	  natural	  objects,	  devoid	  of	  the	  personal	  or	  subjective	  views	  of	  the	  researcher.	  Not	  so	  with	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phenomenological	  design,	  which	  focuses	  first	  on	  experiences.	  “The	  phenomenological	  map	  is	  not	  antithetical	  to	  the	  mainstream	  natural	  science	  map,	  but	  it	  marks	  different	  features	  of	  the	  terrain”	  (Polkinghorne,	  1989,	  p.	  41).	  	  	  Yet,	  it	  is	  not	  always	  an	  easy	  map	  to	  navigate.	  	  Van	  Manen	  (1990)	  observed,	  “To	  do	  hermeneutic	  phenomenology	  is	  to	  attempt	  to	  accomplish	  the	  impossible:	  to	  construct	  a	  full	  interpretive	  description	  of	  some	  aspect	  of	  the	  lifeworld,	  and	  yet	  to	  remain	  aware	  that	  lived	  life	  is	  always	  more	  complex	  than	  any	  explication	  of	  meaning	  can	  reveal”	  (p.	  18).	  	  So,	  it	  is	  with	  this	  alternate	  map	  that	  I	  undertook	  my	  own	  journey	  to	  more	  fully	  understand	  the	  phenomenon	  of	  immensely	  satisfying	  work.	  	  To	  complete	  my	  phenomenological	  study,	  I	  developed	  a	  composite	  textural	  and	  structural	  description	  of	  the	  phenomenon	  –	  “what”	  participants	  experienced	  and	  “how”	  they	  experienced	  the	  phenomenon	  to	  arrive	  at	  the	  essence	  of	  immensely	  satisfying	  work	  (Creswell,	  2007).	  	  Table	  1	  represents	  the	  procedural	  considerations	  I	  needed	  to	  make	  in	  order	  to	  complete	  a	  phenomenological	  design	  (Creswell,	  2007;	  Moustakas,	  1994).	  A	  more	  complete	  description	  of	  the	  phenomenological	  procedures	  I	  utilized	  in	  this	  study	  is	  noted	  in	  the	  data	  analysis	  section.	  Heuristic	  inquiry	  in	  phenomenological	  design	  mandates	  that	  scholars	  must	  select	  a	  topic	  that	  has	  created	  questions	  for	  them,	  continuously	  trying	  to	  understand	  human	  experience	  (Moustakas,	  1994).	  Phenomenology	  is	  best	  used	  for	  those	  questions	  in	  which	  the	  researcher	  seeks	  to	  understand	  the	  experiences	  of	  participants	  for	  a	  particular	  phenomenon	  (Creswell,	  2007;	  Marshall	  &	  Rossman,	  2006).	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Table	  1	  
Phenomenological	  Framework	  (Creswell,	  2007;	  Moustakas,	  1994)	  	  
and	  Research	  Considerations	  
Phenomenological	  Framework	   Research	  Considerations	  	  
Bracketing/Epoche	  “…looking	  before	  judging,	  and	  clearing	  a	  space	  within	  ourselves	  so	  that	  we	  can	  actually	  see	  what	  is	  before	  us…”	  (Moustakas,	  1994,	  p.	  60).	  	  	  
Horizonalization	  “…the	  possibility	  for	  discovery	  is	  unlimited.”	  (Moustakas,	  1994,	  p.	  95).	  	  
	  
	  
	  
Textual	  Description	  Create	  a	  description	  of	  what	  the	  participants	  experienced.	  Include	  verbatim	  examples	  and	  quotes	  (Creswell,	  2007)	  	  
	  
	  
Structural	  Description	  Researcher	  thoughtfully	  considers	  the	  context	  or	  how	  the	  phenomenon	  is	  experienced	  (Creswell,	  2007).	  “How	  did	  the	  experience	  of	  the	  phenomenon	  come	  to	  be	  what	  it	  is?”	  (Moustakas,	  1994,	  p.	  98).	  	  
	  
Composite	  Description/Essence	  Encapsulating	  the	  essential	  invariant	  structure	  of	  the	  textural/structural	  description	  (Creswell,	  2007).	  	  
Have	  I	  sufficiently	  put	  aside	  my	  own	  opinions	  and	  beliefs	  about	  immensely	  satisfying	  work	  and	  opened	  myself	  up	  to	  hearing	  the	  experiences	  of	  my	  participants?	  	  	  What	  do	  I	  need	  to	  consider	  when	  coding	  my	  transcribed	  interviews,	  so	  that	  I	  give	  equal	  worth	  to	  statements	  made	  by	  all	  participants	  about	  how	  they	  experience	  the	  phenomenon	  of	  immensely	  satisfying	  work?	  	  	  Through	  the	  question,	  “Describe	  for	  me	  your	  experiences	  with	  immensely	  satisfying	  work”	  I	  hope	  to	  reveal	  rich	  textual	  descriptions	  of	  participants	  describing	  their	  experience	  with	  this	  phenomenon.	  	  	  Through	  the	  question,	  “In	  what	  situations	  or	  contexts	  have	  you	  experienced	  immensely	  satisfying	  work,”	  I	  hope	  to	  uncover	  descriptions	  of	  how	  participants	  experienced	  the	  phenomenon.	  	  	  	  In	  the	  final	  phase	  of	  my	  research,	  how	  will	  I	  merge	  the	  textual	  and	  structural	  descriptions	  of	  my	  participants	  to	  form	  a	  composite	  description	  that	  captures	  the	  essence	  of	  immensely	  satisfying	  	  work?	  
Paradigm/Worldview/Philosophical	  Framework	  Neuman	  (2006)	  suggested	  a	  paradigm,	  “…includes	  basic	  assumptions,	  the	  important	  questions	  to	  be	  answered	  or	  puzzles	  to	  be	  solved…”(p.	  81).	  Scholars	  discuss	  their	  research	  in	  terms	  of	  their	  paradigms	  or	  worldviews	  (Creswell,	  2007).	  Research	  for	  this	  study	  assumes	  a	  constructivist	  paradigm,	  suggesting	  that	  participants	  have	  a	  unique	  perspective	  about	  the	  qualities	  of	  this	  phenomenon	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(Hatch,	  2002).	  	  	  In	  this	  worldview,	  subjective	  meanings	  of	  experiences	  “…are	  not	  simply	  imprinted	  on	  individuals	  but	  are	  formed	  through	  interaction	  with	  others…(Creswell,	  2007,	  p.	  21).	  	  The	  phenomenon	  of	  immensely	  satisfying	  work	  fits	  well	  into	  this	  paradigm,	  since	  it	  is	  through	  the	  interactions	  of	  participants	  in	  the	  workplace,	  with	  colleagues	  and	  with	  leaders,	  that	  individuals	  developed	  their	  views	  and	  opinions	  of	  the	  particular	  phenomenon.	  	  In	  selecting	  a	  qualitative	  design,	  I	  asserted	  certain	  philosophical	  assumptions,	  as	  illustrated	  in	  Table	  2	  (cited	  in	  Creswell,	  2007,	  p.	  17).	  	  Each	  philosophical	  assumption	  came	  with	  a	  question	  the	  researcher	  must	  ask	  before	  beginning	  a	  study.	  The	  following	  section	  outlined	  the	  philosophical	  framework	  through	  which	  I	  conducted	  my	  research	  (Creswell,	  2007;	  Hatch,	  2002;	  Moustakas,	  1994).	  
Table	  2	  
Philosophical	  Assumptions	  in	  Qualitative	  Design	  (cited	  in	  Creswell,	  2007,	  p.	  17).	  
	  
Philosophical	  Assumptions	   Question	  
Ontological	  
Epistemological	  
	  
Axiological	  
	  
Rhetorical	  
	  
Methodological	  
What	  is	  the	  nature	  of	  reality?	  	  	  	  What	  is	  the	  relationship	  between	  the	  researcher	  and	  that	  being	  researched?	  	  What	  is	  the	  role	  of	  values?	  	  What	  is	  the	  language	  of	  research?	  	  What	  is	  the	  process	  of	  research?	  	   Multiple	  realities	  exist	  on	  any	  given	  phenomenon,	  as	  people	  develop	  their	  understandings	  based	  on	  their	  own	  realities	  (Hatch,	  2002).	  Recognizing	  the	  ontology	  of	  immensely	  satisfying	  work	  is	  uniquely	  experienced	  I	  interviewed	  multiple	  people	  for	  this	  research	  study.	  	  Moustakas	  (1994)	  asserted	  that	  through	  the	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comprehensive	  description	  of	  participants,	  the	  researcher	  is	  able	  to	  arrive	  at	  the	  essence	  of	  a	  phenomenon.	  	  	  	  Frankl	  (1997)	  suggested	  that	  through	  phenomenological	  analysis,	  the	  researcher	  uncovers	  a	  more	  complete	  picture	  of	  the	  axiology	  of	  participants	  –	  values	  related	  to	  their	  attitudes,	  experiences,	  and	  creative	  expressions.	  My	  own	  work	  in	  public	  relations	  gave	  me	  insights	  and	  interest	  into	  the	  world	  in	  which	  my	  participants	  work.	  	  Although	  the	  public	  relations	  practitioners	  I	  interviewed	  work	  in	  a	  variety	  of	  organizations,	  the	  work	  we	  do	  is	  essentially	  the	  same	  –	  to	  positively	  promote	  our	  company	  or	  business,	  to	  inform	  various	  stakeholder	  groups	  of	  our	  organization’s	  mission,	  and	  to	  develop	  relationships	  with	  our	  various	  publics.	  During	  the	  journaling	  I	  conducted	  throughout	  and	  after	  my	  interviews	  with	  participants,	  I	  was	  struck	  at	  how	  some	  of	  the	  triumphs	  and	  challenges	  they	  experienced	  within	  their	  own	  work	  environments	  were	  similar	  to	  what	  I	  experienced	  in	  my	  own.	  This	  knowledge	  brought	  with	  it	  judgments	  and	  biases	  that	  I	  recognized	  and	  reported	  as	  I	  moved	  through	  the	  process	  (axiology),	  since	  “…we	  presuppose	  that	  what	  we	  perceive	  in	  nature	  is	  actually	  there	  and	  remains	  there	  as	  we	  perceive	  it”	  (Moustakas,	  1994,	  p.	  33).	  Hatch	  (2002)	  noted,	  the	  researcher	  and	  participants	  develop	  their	  understanding	  of	  the	  phenomenon	  together.	  During	  interviews	  in	  the	  field	  and	  through	  discussions	  about	  the	  artifacts	  participants	  brought	  with	  them	  during	  the	  interview,	  I	  developed	  a	  fuller	  understanding	  of	  what	  the	  participants	  shared	  with	  me	  (epistemological).	  	  Moustakas	  (1994)	  asserted	  that	  in	  phenomenological	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research,	  as	  researchers	  begin	  to	  more	  fully	  understand	  the	  phenomenon,	  they	  continue	  to	  develop	  their	  own	  knowledge	  and	  self-­‐awareness.	  As	  with	  other	  qualitative	  studies,	  the	  language	  of	  the	  research	  (rhetorical)	  was	  very	  different	  than	  the	  language	  used	  in	  quantitative	  design	  (Creswell,	  2007).	  As	  part	  of	  this	  study,	  I	  used	  the	  language	  of	  qualitative	  researchers,	  referring	  to	  myself	  in	  the	  first	  person.	  	  Writing	  in	  a	  literary	  fashion	  and	  using	  the	  language	  and	  words	  of	  participants,	  I	  more	  fully	  described	  the	  phenomenon	  of	  immensely	  satisfying	  work.	  Finally,	  a	  qualitative	  researcher	  must	  thoughtfully	  interview	  participants	  and	  observe	  them	  in	  naturalistic	  settings	  (Hatch,	  2002).	  Through	  my	  articulated	  procedures,	  (methodology)	  I	  recognized	  that	  my	  study	  was	  fluid	  and	  continually	  changed	  with	  each	  participant	  interaction.	  Throughout	  this	  process,	  I	  remained	  open	  to	  changing	  my	  research	  questions	  and	  my	  data	  collection	  procedures	  as	  I	  developed	  a	  deeper	  understanding	  of	  the	  phenomenon	  at	  hand	  (Creswell,	  2007).	  	  
Role	  of	  the	  Researcher	  
	   A	  qualitative	  researcher	  understands	  that	  no	  one	  “right”	  way	  exists	  for	  interpreting	  data	  (Janesick,	  2003).	  Phenomenological	  research	  is	  not	  for	  scholars	  who	  are	  tepid	  or	  reluctant	  to	  examine	  their	  own	  philosophies	  and	  beliefs.	  Sometimes,	  through	  their	  reflexivity,	  researchers	  expose	  themselves	  in	  very	  vulnerable	  ways.	  	  With	  regard	  to	  my	  own	  biases	  about	  immensely	  satisfying	  work,	  my	  satisfaction	  in	  the	  workplace	  is	  greater	  when	  I	  believe	  the	  work	  I	  am	  doing	  is	  meaningful,	  and	  when	  I	  am	  part	  of	  a	  community	  of	  people	  who	  trust	  me	  and	  care	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about	  me.	  Frankl	  (1997)	  suggested	  in	  phenomenology,	  the	  researcher	  must	  guard	  against	  any	  preconceived	  notions	  of	  what	  participants	  were	  sharing,	  not	  always	  an	  easy	  task.	  	  These	  preconceived	  notions	  and	  suppositions	  are	  both	  internal	  and	  external	  (Gearing,	  2004).	  To	  this	  research	  process,	  I	  brought	  my	  own	  internal	  judgments	  and	  biases,	  along	  with	  external	  biases	  about	  what	  I	  studied	  and	  read	  about	  prior	  to	  beginning	  the	  interviews.	  	  	  Patton	  (2002)	  asserted	  at	  the	  heart	  of	  phenomenology	  is	  the	  tradition	  of	  
Verstehen;	  the	  ultimate	  goal	  of	  the	  researcher	  is	  to	  empathize	  with	  participants,	  trying	  to	  understand	  their	  values,	  thoughts	  and	  emotions.	  	  As	  I	  began	  my	  research,	  I	  engaged	  in	  bracketing	  or	  suspending	  my	  own	  beliefs	  and	  opinions	  about	  the	  nature	  of	  immensely	  satisfying	  work	  (Gearing,	  2004).	  Instead,	  I	  listened	  carefully	  and	  thoughtfully	  to	  the	  views	  of	  my	  participants.	  In	  transcendental	  phenomenology,	  Moustakas	  (1994)	  referred	  to	  this	  as	  epoche.	  He	  suggested	  the	  researcher	  must	  be,	  “…completely	  open,	  receptive,	  and	  naïve	  in	  listening	  to	  and	  hearing	  research	  participants	  describe	  their	  experience	  of	  the	  phenomenon	  being	  investigated”	  (Moustakas,	  1994,	  p.	  22).	  	  My	  training	  as	  a	  journalist	  has	  assisted	  me	  in	  these	  bracketing	  efforts.	  Journalistic	  storytelling	  mandates	  that	  writers	  maintain	  their	  objectivity	  while	  researching	  and	  relating	  information.	  
Participants	  	  In	  phenomenological	  design,	  the	  researcher	  must	  select	  participants	  who	  can	  discuss	  multiple	  experiences	  of	  the	  phenomenon	  being	  explored	  (Polkinghorne,	  1989).	  For	  this	  study	  of	  immensely	  satisfying	  work,	  I	  interviewed	  12	  public	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relations	  practitioners	  who	  described	  themselves	  as	  having	  experienced	  this	  phenomenon.	  The	  participants	  worked	  at	  various	  organizations	  in	  a	  Midwestern	  community.	  	  Five	  of	  the	  participants	  worked	  as	  public	  relations	  practitioners	  at	  for-­‐profit	  organizations,	  four	  were	  employed	  at	  non-­‐profits,	  and	  three	  worked	  for	  educational	  institutions.	  Their	  years	  of	  experience	  as	  public	  relations	  practitioners	  ranged	  from	  5	  years	  to	  35	  years.	  Seven	  women	  and	  five	  men,	  ranging	  in	  age	  from	  32	  to	  61	  took	  part	  in	  the	  research	  study.	  	  Eleven	  of	  the	  participants	  were	  white;	  one	  was	  African-­‐American.	  Their	  educational	  levels	  ranged	  from	  some	  college	  to	  masters	  degrees.	  	  Five	  of	  the	  participants	  also	  identified	  themselves	  as	  having	  obtained	  their	  APR,	  meaning	  they	  have	  obtained	  national	  accreditation	  in	  the	  profession	  of	  public	  relations.	  In	  order	  to	  respect	  their	  privacy	  and	  to	  assure	  anonymity,	  I	  chose	  pseudonyms	  in	  place	  of	  the	  participants’	  real	  names,	  or	  allowed	  my	  participants	  to	  choose	  a	  name,	  which	  several	  of	  them	  did.	  	  	  Due	  to	  the	  roles	  they	  assume	  within	  their	  organizations,	  I	  have	  chosen	  not	  to	  include	  specific	  demographic	  information	  about	  each	  individual	  participant.	  I	  have	  intentionally	  left	  this	  information	  out	  of	  my	  research	  paper	  as	  a	  means	  of	  safeguarding	  their	  anonymity.	  	  Unlike	  other	  professions,	  in	  which	  multiple	  individuals	  may	  work	  in	  a	  particular	  job,	  such	  as	  nurses	  or	  teachers,	  few	  people	  work	  as	  public	  relations	  practitioners	  in	  any	  given	  organization.	  	  In	  some	  instances,	  a	  business	  may	  have	  only	  one	  individual	  who	  assumes	  this	  role.	  	  Therefore,	  providing	  information	  very	  specific	  to	  these	  individuals,	  such	  as	  their	  age,	  gender	  or	  the	  industry	  in	  which	  they	  work,	  might	  expose	  their	  identities.	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Sampling	  Technique	  	  	  	  For	  my	  study	  on	  immensely	  satisfying	  work,	  I	  used	  a	  purposeful	  sample	  to	  select	  my	  participants.	  	  Purposeful	  sampling	  uses	  the	  judgment	  of	  the	  researcher	  to	  select	  participants	  with	  a	  specific	  purpose	  in	  mind	  (Neuman,	  2006).	  	  This	  type	  of	  sampling	  “…focuses	  on	  selecting	  information-­‐rich	  cases	  whose	  study	  will	  illuminate	  the	  questions	  under	  study”	  (Patton,	  2002,	  p.	  230).	  Before	  I	  began	  my	  research,	  I	  established	  an	  initial	  criteria	  of	  three	  questions	  these	  individuals	  needed	  to	  answer	  affirmatively	  before	  I	  would	  consider	  them	  for	  the	  study.	  	  During	  the	  recruitment	  phrase,	  the	  questions	  included	  the	  following:	  	  Have	  you	  served	  in	  public	  relations	  capacity	  at	  your	  organization	  for	  three	  or	  more	  years?	  Are	  you	  affiliated	  with	  or	  a	  current	  member	  of	  a	  local	  or	  national	  public	  relations	  organization,	  such	  as	  the	  Public	  Relations	  Society	  of	  America	  (PRSA)	  or	  the	  National	  School	  Public	  Relations	  Association	  (NSPRA)?	  In	  the	  course	  of	  your	  public	  relations	  career,	  have	  you	  experienced	  immensely	  satisfying	  work?	  	  In	  looking	  for	  my	  research	  participants,	  I	  wanted	  individuals	  who	  had	  worked	  in	  the	  public	  relations	  industry	  for	  three	  or	  more	  years,	  figuring	  they	  would	  be	  more	  likely	  to	  offer	  richer,	  more	  illuminating	  descriptions	  of	  their	  experiences	  versus	  someone	  who	  was	  relatively	  new	  to	  the	  field.	  	  Additionally,	  I	  wanted	  individuals	  who	  were	  actively	  engaged	  in	  their	  craft	  –	  those	  who	  took	  steps	  to	  further	  develop	  their	  understanding	  of	  the	  work	  they	  do,	  whether	  it	  was	  through	  ongoing	  educational	  opportunities	  or	  networking	  with	  other	  practitioners.	  Therefore,	  individuals	  who	  participated	  in	  this	  study	  were	  affiliated	  with	  or	  members	  of	  local	  or	  national	  public	  relations	  organizations.	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I	  established	  my	  participant	  population	  through	  several	  other	  sampling	  techniques.	  	  My	  final	  interview	  question,	  “Who	  else,	  in	  terms	  of	  other	  public	  relations	  professionals,	  should	  I	  talk	  with	  about	  immensely	  satisfying	  work?”	  led	  me	  to	  other	  public	  relations	  practitioners	  who	  were	  able	  to	  speak	  on	  the	  topic.	  Through	  this	  type	  of	  snowball	  sampling,	  “Those	  people…recommended	  as	  valuable	  by	  a	  number	  of	  different	  informants,	  take	  on	  special	  importance”	  (Patton,	  2002,	  p.	  237).	  	  Finally,	  using	  characteristics	  such	  as	  gender,	  age,	  years	  of	  experience	  and	  type	  of	  public	  relations	  work,	  I	  attempted	  to	  identify	  a	  diverse	  group	  of	  participants	  to	  interview,	  who	  would	  offer	  a	  variety	  of	  perspectives,	  a	  process	  known	  as	  maximum	  variation	  sampling	  (Hatch,	  2002;	  Patton,	  2002).	  	  The	  number	  of	  participants	  in	  a	  phenomenological	  study	  can	  vary	  (Polkinghorne,	  1989).	  Ultimately,	  the	  researcher	  must	  achieve	  saturation.	  Through	  this	  process,	  I	  interviewed	  participants	  until	  I	  could	  no	  longer	  find	  new	  or	  unique	  information	  that	  added	  to	  my	  understanding	  of	  the	  phenomenon	  (Creswell,	  2007).	  In	  this	  study,	  I	  reached	  saturation	  around	  the	  seventh	  interview.	  However,	  in	  order	  to	  ensure	  I	  had	  fully	  explored	  the	  phenomenon,	  I	  interviewed	  a	  total	  of	  12	  participants.	  The	  participants	  all	  worked	  in	  the	  same	  Midwestern	  community.	  I	  felt	  strongly	  about	  interviewing	  participants	  in	  person.	  This	  face-­‐to-­‐face	  interaction	  allowed	  for	  a	  more	  intimate	  dialogue.	  By	  interviewing	  participants	  in	  this	  manner,	  I	  was	  able	  to	  observe	  them	  firsthand	  (Patton,	  2002).	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Data	  Collection	  I	  obtained	  approval	  through	  the	  University	  of	  Nebraska-­‐Lincoln’s	  Institutional	  Review	  Board	  to	  conduct	  this	  study.	  A	  copy	  of	  the	  informed	  consent	  form	  is	  located	  in	  Appendix	  A.	  I	  contacted	  participants	  over	  the	  telephone	  and	  received	  verbal	  permission	  to	  interview	  them.	  	  	  A	  copy	  of	  this	  phone	  script	  is	  located	  in	  Appendix	  B.	  	  All	  of	  the	  participants	  but	  one	  requested	  that	  I	  come	  to	  their	  workplace	  to	  interview	  them.	  All	  signed	  the	  informed	  consent	  form.	  	  In	  qualitative	  design,	  the	  researcher	  uses	  certain	  techniques	  when	  collecting	  data	  (Creswell,	  2007).	  In	  this	  study,	  I	  collected	  three	  forms	  of	  data,	  including	  interviews,	  artifacts	  and	  observations.	  	  
Interviews.	  The	  audiotape	  interviews	  with	  participants	  took	  place	  over	  a	  two-­‐month	  period,	  November	  and	  December	  of	  2010.	  	  The	  length	  of	  the	  interviews	  varied,	  between	  44	  minutes	  to	  1	  hour	  21	  minutes.	  I	  conducted	  the	  interviews	  in	  a	  naturalistic	  setting	  (Creswell,	  2007)	  at	  the	  site	  of	  the	  participants’	  choosing.	  	  All	  but	  two	  of	  the	  interviews	  took	  place	  in	  the	  participants’	  offices.	  	  One	  interview	  took	  place	  at	  a	  location	  near	  where	  the	  participant	  worked;	  the	  other	  interview	  took	  place	  in	  a	  room	  near	  the	  participant’s	  office.	  	  A	  transcriptionist,	  who	  signed	  a	  confidentiality	  agreement,	  transcribed	  the	  audio	  recordings	  verbatim.	  A	  copy	  of	  the	  transcriptionist’s	  signed	  confidentiality	  agreement	  is	  located	  in	  Appendix	  C	  
Interview	  questions.	  With	  a	  qualitative	  design,	  I	  assumed	  that	  my	  interactions	  with	  participants	  were	  subjective	  (Merriam,	  1998).	  	  Through	  an	  emergent	  design,	  I	  asked	  participants	  open-­‐ended	  questions	  during	  a	  semi-­‐structured	  interview,	  including	  clarifying	  questions	  and	  probes.	  I	  used	  interview	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questions	  outlined	  by	  Moustakas	  (1994,	  p.	  116)	  as	  a	  general	  guide.	  During	  my	  interview	  with	  participants,	  I	  remained	  open	  and	  flexible	  as	  I	  asked	  questions,	  letting	  my	  participants	  guide	  the	  conversation.	  (Marshall	  &	  Rossman,	  2006).	  	  A	  copy	  of	  my	  interview	  protocol	  is	  located	  in	  Appendix	  D.	  The	  following	  questions	  were	  part	  of	  the	  interview	  protocol:	  (Icebreaker)	  Tell	  me	  a	  little	  about	  yourself/how	  did	  you	  choose	  your	  profession?	  Tell	  me	  about	  a	  time	  when	  you	  experienced	  immensely	  satisfying	  work	  –	  tell	  me	  everything	  you	  can	  about	  it.	  	  How	  did	  that	  experience	  impact	  you?	  What	  situations	  and	  people	  connected	  with	  immensely	  satisfying	  work	  stand	  out	  for	  you?	  What	  feelings	  were	  generated	  from	  your	  experiences	  with	  immensely	  satisfying	  work?	  What	  role,	  if	  any,	  does	  a	  boss	  or	  a	  supervisor	  play	  with	  regard	  to	  immensely	  satisfying	  work?	  (Note:	  This	  question	  was	  asked	  if	  the	  participants	  did	  not	  discuss	  their	  leaders	  –	  many	  of	  them	  did.)	  Describe	  or	  show	  me	  the	  artifact/document/photo	  you	  brought	  with	  you.	  Share	  with	  me,	  the	  meaning	  of	  this	  item	  in	  terms	  of	  immensely	  satisfying	  work.	  	  Have	  you	  shared	  everything	  you	  think	  is	  relevant?	  Who	  else,	  in	  terms	  of	  public	  relations	  practitioners,	  should	  I	  talk	  to,	  about	  immensely	  satisfying	  work?	  	  (Probes:	  Give	  me	  other	  examples/Tell	  me	  more	  about	  that.)	  Following	  the	  interviews,	  I	  sent	  participants	  a	  copy	  of	  their	  signed	  consent	  form	  and	  a	  letter,	  reminding	  them	  that	  I	  would	  follow	  up	  with	  them	  about	  our	  conversation.	  	  A	  copy	  of	  the	  letter	  is	  located	  in	  Appendix	  E.	  
Photographs	  or	  other	  artifacts.	  During	  the	  interview,	  I	  asked	  participants	  to	  show	  me	  artifacts	  –	  photos,	  awards	  or	  other	  documents	  that	  to	  them,	  represented	  immensely	  satisfying	  work.	  	  Initially,	  I	  was	  planning	  to	  include	  a	  pictorial	  representation	  of	  these	  items	  in	  the	  appendix	  section	  of	  this	  paper.	  	  However,	  due	  to	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the	  personal	  nature	  of	  some	  of	  the	  artifacts,	  such	  as	  awards	  inscribed	  with	  a	  name	  or	  very	  unique	  pieces	  of	  artwork,	  I	  became	  concerned	  that	  a	  picture	  of	  the	  item	  might	  expose	  the	  identity	  of	  my	  research	  participants.	  As	  a	  result,	  I	  have	  instead	  chosen	  to	  generally	  describe	  some	  of	  these	  artifacts	  in	  the	  findings	  section.	  	  	  	  
Observations.	  Hatch	  (2002)	  suggested,	  “Observers	  attempt	  to	  see	  the	  world	  through	  the	  eyes	  of	  those	  they	  are	  studying”	  (p.	  72).	  	  During	  my	  research,	  I	  conducted	  personal	  journaling	  to	  document	  and	  reflect	  on	  my	  experiences	  with	  participants	  and	  on	  my	  experiences	  with	  the	  research	  process.	  	  The	  journaling	  included	  reflective	  and	  descriptive	  information	  about	  participants	  and	  the	  interview	  settings.	  	  Van	  Manen	  (1990)	  noted	  that	  journaling	  is	  valuable	  for	  researchers,	  in	  reflecting	  on	  their	  interactions	  with	  participants,	  for	  noting	  patterns	  throughout	  the	  study,	  or	  for	  making	  personal	  notes	  of	  insights	  gained	  from	  the	  research.	  Although	  I	  made	  a	  few	  observational	  notes	  during	  my	  interaction	  with	  participants,	  in	  an	  attempt	  to	  be	  respectful	  of	  their	  time,	  I	  asked	  if	  I	  could	  take	  pictures	  of	  their	  office,	  so	  that	  I	  could	  use	  the	  images	  later	  to	  refresh	  my	  memory.	  Excerpts	  from	  these	  observations	  are	  included	  in	  the	  findings	  section	  of	  the	  study.	  Later	  in	  this	  chapter,	  I	  also	  described	  my	  personal	  experiences	  related	  to	  phenomenon	  of	  immensely	  satisfying	  work.	  Polkinghorne	  (1989)	  suggested	  in	  phenomenological	  design,	  a	  researcher’s	  own	  reflections	  are	  part	  of	  the	  research	  process.	  	  
Data	  Analysis	  	  Gearing	  (2004)	  observed	  that	  once	  the	  researcher	  finishes	  the	  data	  collection	  and	  the	  bracketing	  is	  relinquished,	  researchers	  must	  reintegrate	  themselves	  back	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into	  their	  study	  to	  offer	  their	  interpretations.	  Data	  analysis,	  “…means	  organizing	  and	  interrogating	  data	  in	  ways	  that	  allow	  researchers	  to	  see	  patterns,	  identify	  themes,	  discover	  relationships…or	  generate	  theories	  (Hatch,	  2002,	  p.	  148).	  For	  the	  phenomenological	  model	  in	  this	  study,	  I	  used	  Creswell’s	  (2007)	  modification	  of	  the	  Stevick-­‐Colaizzi-­‐Keen	  method	  advanced	  by	  Moustakas	  (1994).	  	  Other	  qualitative	  scholars	  have	  utilized	  this	  phenomenological	  method	  in	  other	  research	  settings	  (Brown,	  Sorrell,	  McClaren,	  &	  Creswell,	  2006;	  McVea,	  Harter,	  McEntarffer,	  &	  Creswell,	  1999).	  I	  read	  through	  the	  transcripts	  several	  times	  to	  get	  a	  sense	  of	  the	  data.	  I	  looked	  at	  each	  interview	  to	  identify	  significant	  statements,	  giving	  equal	  attention	  to	  each	  statement	  made,	  otherwise	  known	  as	  horizonalization	  of	  data	  (Moustakas,	  1994).	  	  	  I	  coded	  significant	  statements	  with	  a	  qualitative	  software	  program	  called	  HyperResearch.	  Where	  possible,	  I	  coded	  the	  transcripts	  looking	  for	  “in	  vivo	  codes”	  –	  codes	  that	  used	  the	  exact	  words	  of	  the	  participants	  (Creswell,	  2007).	  	  After	  identifying	  all	  significant	  statements	  related	  to	  the	  phenomenon,	  I	  created	  a	  list	  of	  non-­‐repetitive	  and	  non-­‐overlapping	  statements,	  and	  clustered	  these	  statements	  into	  meaning	  units	  or	  invariant	  horizons,	  which	  resulted	  in	  the	  final	  eight	  themes	  (Creswell,	  2007;	  Moustakas,	  1994).	  Following	  a	  discussion	  of	  the	  themes,	  I	  created	  a	  composite	  textural	  description	  of	  “what”	  the	  study	  participants	  experienced	  and	  a	  composite	  structural	  description	  of	  “how”	  the	  experience	  occurred.	  	  Finally,	  I	  merged	  the	  composite	  textural	  and	  structural	  descriptions	  to	  form	  the	  “essence,”	  also	  known	  as	  the	  essential,	  invariant	  structure	  the	  experience	  (Creswell,	  2007).	  	  Table	  3	  shows	  an	  example	  of	  the	  participant	  theme	  Making	  a	  Difference,	  a	  sample	  of	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its	  related	  significant	  statements,	  and	  its	  cluster	  of	  invariant	  horizons/meaning	  units.	  Throughout	  Chapter	  Four,	  I	  have	  included	  a	  sample	  of	  significant	  statements	  related	  to	  each	  theme.	  
Table	  3	  
Example	  of	  Significant	  Statements,	  Invariant	  Horizons/Meaning	  Units,	  and	  Theme	  	  
Significant	  Statements	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Invariant	  Horizons/Meaning	  Units	  	  	  	  	  	  	  	  	  Theme	  “I	  really	  want	  to	  be	  somewhere	  where	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Job	  makes	  a	  difference	  	  	  	  	  	  	  	  	  	  	  	  	  	  Making	  a	  Difference	  I	  can	  make	  a	  difference	  or	  it	  matters	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  for	  others	  if	  I’m	  there.”	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  	  
“I	  get	  great	  satisfaction	  out	  of	  looking	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Making	  a	  difference	  at	  something	  	  and	  saying,	  	  	  ‘You	  know,	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  is	  greatly	  satisfying	  that	  made	  a	  difference	  in	  somebody’s	  life…’”	  	  “…it’s	  really	  about	  whether	  or	  not	  what	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Work	  impacts	  others	  we’re	  doing	  is	  making	  an	  impact	  on	  others.”	  	  “…it	  reinforced	  in	  me	  a	  feeling…that	  what	  I	  was	  	  	  	  	  	  	  	  	  	  Work	  is	  worthwhile	  	  doing	  was	  legitimate,	  that	  it	  was	  worthwhile,	  and	  	  	  	  	  	  	  and	  serves	  a	  purpose	  	  that	  it	  serves	  a	  purpose	  in	  our	  community	  	  and	  in	  our	  society.”	  	  “I	  think	  that	  on	  those	  days	  where	  you	  really	  feel	  	  	  	  	  	  	  	  	  	  	  Accomplishing	  something	  like	  you’ve	  accomplished	  something	  on	  behalf	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  brings	  happiness	  of	  your	  client,	  those	  are	  probably	  the	  days	  that	  	  make	  you	  happiest…”	  	  “I	  think	  it’s	  about	  working	  on	  something	  that	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Meaningful	  work	  you	  really	  believe	  in	  that	  you	  found,	  	  therefore,	  to	  be	  especially	  meaningful.”	  	  	  
Validation	  strategies	  	  	  Validation	  provides	  credibility	  in	  a	  qualitative	  study	  (Janesick,	  2003).	  Neuman	  (2006)	  observed,	  “Validity	  arises	  out	  of	  the	  cumulative	  impact	  of	  hundreds	  of	  small,	  diverse	  details	  that	  only	  together	  create	  a	  heavy	  weight	  of	  evidence”	  (p.	  197).	  Several	  validations	  strategies	  were	  utilized	  in	  the	  study,	  including	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triangulation	  of	  interviews/visual	  data/observations,	  member	  checking,	  thick	  rich	  descriptions,	  and	  peer	  review	  (Creswell	  2007;	  Lincoln	  &	  Guba,	  1985).	  	  
Triangulation.	  	  Triangulation	  involved	  looking	  at	  research	  data	  multiple	  ways	  to	  get	  a	  better	  sense	  of	  it	  (Neuman,	  2006).	  Marshall	  and	  Rossman	  (2006)	  posited	  using	  multiple	  data	  forms	  in	  a	  qualitative	  research	  study	  improves	  the	  study’s	  effectiveness	  in	  other	  research	  settings.	  The	  first	  validation	  strategy	  included	  triangulation	  of	  interviews.	  I	  looked	  for	  common	  statements	  from	  multiple	  participants,	  including	  disconfirming	  cases	  that	  “…are	  a	  source	  of	  rival	  interpretations,	  as	  well	  as	  a	  way	  of	  placing	  boundaries	  around	  confirmed	  findings”	  (Patton,	  2002,	  p.	  239).	  
Member	  checking.	  The	  second	  validation	  strategy	  I	  utilized	  involved	  member	  checking,	  where	  I	  shared	  portions	  of	  the	  research	  with	  participants	  to	  verify	  its	  accuracy	  (Neuman,	  2006).	  	  After	  I	  began	  writing	  up	  my	  research	  findings,	  I	  emailed	  passages	  to	  my	  participants,	  to	  verify	  I	  was	  representing	  their	  thoughts	  accurately.	  	  	  One	  participant,	  upon	  reading	  the	  comments	  said,	  “Powerful	  stuff.	  You're	  really	  doing	  a	  great	  job	  of	  capturing	  the	  story.”	  Another	  remarked,	  “I	  can’t	  wait	  to	  read	  the	  whole	  thing.”	  Another	  participant,	  upon	  seeing	  what	  she	  and	  others	  talked	  about,	  commented,	  “Looks	  good	  to	  me	  -­‐-­‐	  and	  validates	  many	  of	  my	  thoughts	  and	  comments.”	  	  	  	  
Thick,	  rich	  description.	  In	  order	  to	  add	  validity,	  qualitative	  researchers	  are	  concerned	  with	  the	  thick,	  rich	  description	  of	  findings	  using	  participants’	  own	  words	  (Creswell,	  2007;	  Denzin	  &	  Lincoln,	  2003).	  	  In	  the	  findings	  section,	  I	  offered	  rich,	  descriptive	  details	  about	  the	  participants	  and	  the	  research	  settings,	  in	  order	  to	  give	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the	  reader	  a	  thorough	  understanding	  of	  the	  information	  I	  colllected	  (Neuman,	  2006).	  Through	  the	  details	  of	  the	  study,	  readers	  gain	  a	  sense	  of	  verisimilitude	  –	  the	  realism	  or	  authenticity	  of	  the	  study	  (Creswell,	  2007).	  	  As	  I	  wrote	  my	  findings,	  I	  tried	  to	  incorporate	  not	  only	  the	  words	  of	  my	  participants,	  but	  also	  the	  rich	  details	  of	  the	  time	  we	  spent	  together.	  
Peer	  review.	  	  When	  a	  researcher	  spends	  a	  great	  deal	  of	  time	  studying	  a	  particular	  phenomenon,	  biases	  may	  form	  in	  the	  research	  (Marshall	  &	  Rossman,	  2006).	  	  A	  peer	  review	  is	  one	  method	  to	  provide	  rigor	  and	  accuracy	  to	  a	  qualitative	  study	  (Creswell,	  2007;	  Lincoln	  &	  Guba,	  1985).	  In	  discussing	  peer	  debriefing,	  Lincoln	  and	  Guba	  (1985)	  noted,	  “The	  task	  of	  the	  debriefer	  is	  to	  be	  sure	  that	  the	  investigator	  is	  as	  fully	  aware	  of	  his	  or	  her	  posture	  and	  process	  as	  possible…”	  (p.	  308).	  For	  this	  study,	  a	  cohort	  in	  the	  Leadership	  Studies	  program	  acted	  as	  my	  peer	  reviewer.	  	  We	  met	  twice	  in	  person	  to	  review	  my	  research.	  	  My	  reviewer	  became	  familiar	  with	  my	  research	  study	  and	  the	  research	  questions.	  He	  reviewed	  and	  coded	  two	  sample	  transcripts.	  We	  discussed	  coding	  procedures	  and	  came	  to	  an	  agreement	  in	  coding	  roughly	  90	  percent	  of	  the	  time.	  	  My	  peer	  reviewer	  and	  I	  had	  different	  styles	  of	  coding.	  I	  tended	  toward	  leaner	  coding	  while	  my	  reviewer	  coded	  passages	  more	  broadly.	  	  We	  also	  discovered	  differences	  in	  the	  words	  we	  had	  chosen	  for	  a	  particular	  code.	  However,	  although	  we	  had	  semantic	  differences,	  as	  we	  discussed	  the	  transcripts,	  we	  were	  often	  in	  agreement	  conceptually.	  	  As	  part	  of	  this	  process,	  I	  also	  had	  a	  discussion	  with	  my	  peer	  reviewer	  about	  my	  research	  design	  and	  the	  ethical	  considerations	  I	  made	  throughout	  the	  research	  process.	  	  A	  copy	  of	  the	  form	  signed	  by	  the	  peer	  reviewer	  is	  located	  in	  Appendix	  F.	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Ethical	  Considerations	  Neuman	  (2006)	  observed,	  “the	  researcher	  has	  a	  moral	  and	  professional	  obligation	  to	  be	  ethical,	  even	  when	  the	  research	  subjects	  are	  unaware	  of	  or	  unconcerned	  about	  ethics”	  (p.	  129).	  	  One	  of	  the	  ethical	  consideration	  I	  made	  was	  to	  safeguard	  the	  anonymity	  and	  privacy	  of	  my	  research	  participants,	  not	  only	  to	  ascertain	  the	  most	  candid	  responses,	  but	  also	  to	  ensure	  that	  what	  they	  say	  did	  not	  cause	  them	  any	  harm	  or	  embarrassment,	  either	  professionally	  or	  personally.	  	  All	  of	  the	  participants	  chose	  or	  were	  assigned	  a	  pseudonym	  for	  this	  study.	  	  Further,	  when	  I	  was	  ready	  to	  send	  passages	  from	  the	  research	  study,	  I	  contacted	  the	  participants,	  asking	  them	  what	  email	  address	  they	  wanted	  me	  to	  send	  the	  information.	  	  Knowing	  that	  work	  email	  addresses	  are	  not	  necessarily	  confidential,	  for	  those	  who	  requested	  that	  I	  send	  them	  the	  passages	  at	  work,	  I	  included	  a	  very	  generic	  message	  about	  reading	  through	  the	  material,	  without	  identifying	  them	  as	  a	  participant	  in	  the	  study.	  	  
Researcher	  Reflexivity	  	  Many	  years	  ago,	  as	  a	  young	  broadcast	  journalist,	  I	  had	  the	  opportunity	  to	  interview	  a	  man	  who	  shared	  a	  surprising	  secret.	  	  The	  middle-­‐aged	  man,	  who	  ironically,	  was	  the	  owner	  of	  a	  printing	  company,	  revealed	  to	  me	  that	  he	  was	  just	  learning	  to	  read.	  He	  had	  hidden	  this	  fact	  from	  others	  for	  years.	  	  He	  was	  coming	  forward	  now	  to	  help	  the	  local	  literacy	  council	  promote	  its	  cause.	  	  When	  I	  asked	  him	  how	  his	  family	  felt	  about	  publicly	  sharing	  this	  secret,	  he	  told	  me	  that	  even	  his	  wife	  and	  kids	  didn’t	  know	  he	  couldn’t	  read	  –	  it	  would	  be	  revealed	  to	  them	  for	  the	  first	  time	  when	  they	  saw	  my	  story	  on	  the	  evening	  news.	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The	  feeling	  of	  that	  time	  and	  place	  has	  remained	  with	  me	  to	  this	  day,	  a	  moment	  when	  I	  felt	  both	  humbled	  and	  grateful	  –	  understanding	  the	  awesome	  responsibility	  I	  had	  as	  a	  journalist	  to	  honor	  those	  who	  I	  interviewed	  by	  telling	  their	  stories	  well.	  	  For	  me,	  it	  was	  a	  moment	  of	  immense	  satisfaction	  –	  one	  of	  the	  very	  reasons	  why	  I	  became	  a	  journalist.	  Ultimately,	  too	  few	  of	  these	  experiences	  eventually	  led	  me	  away	  from	  the	  journalism	  profession.	  	  Yet,	  in	  completing	  this	  study,	  it	  gave	  me	  a	  better	  understanding	  of	  the	  meaning	  of	  immensely	  satisfying	  work,	  and	  why,	  the	  participants	  I	  interviewed	  for	  this	  study,	  love	  the	  work	  they	  do.	  	  As	  I	  finalize	  the	  research,	  it	  will	  be	  important	  to	  give	  back	  to	  my	  research	  participants	  (Hatch,	  2002).	  When	  the	  study	  is	  complete,	  I	  hope	  to	  express	  my	  reciprocity	  by	  sharing	  the	  final	  findings	  with	  other	  public	  relations	  practitioners,	  either	  at	  a	  professional	  conference	  or	  through	  a	  scholarly	  journal	  article.	  	  Presenting	  my	  findings	  might	  encourage	  other	  public	  relations	  practitioners	  to	  share	  this	  information	  with	  their	  leaders,	  in	  order	  to	  begin	  a	  conversation	  about	  the	  meaning	  of	  immensely	  satisfying	  work	  within	  their	  own	  organizations.	  	  	  	  
Pilot	  Study	   	  This	  research	  study	  was	  the	  result	  of	  a	  pilot	  study	  about	  immensely	  satisfying	  work	  among	  four	  communication	  professionals	  who	  are	  partners	  or	  owners	  of	  their	  businesses	  (Rupprecht,	  2010).	  	  These	  leaders	  worked	  in	  a	  variety	  of	  communications	  disciplines,	  including	  public	  relations,	  advertising/marketing,	  and	  graphic	  design.	  Six	  themes	  emerged	  from	  the	  data:	  	  being	  appreciated,	  “enjoying	  the	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people	  you	  work	  with,”	  working	  as	  a	  team,	  “making	  a	  difference,”	  leader	  setting	  the	  tone,	  and	  listening	  to	  others.	  	  	  While	  these	  business	  owners	  provided	  rich	  explanations	  about	  what	  contributed	  to	  their	  own	  immensely	  satisfying	  work,	  I	  wondered	  if	  it	  might	  be	  easier	  for	  them	  to	  experience	  this	  construct,	  since	  they	  essentially	  set	  the	  rules	  and	  charted	  their	  own	  course.	  	  Could	  subordinates	  experience	  the	  same	  type	  of	  satisfaction?	  	  This	  question	  led	  me	  to	  my	  current	  study.	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Chapter	  Four	  
Findings	  
	  
	  
Do	  not	  ask	  what	  the	  world	  needs,	  ask	  what	  makes	  
you	  come	  alive	  and	  go	  do	  it.	  Because	  what	  the	  
world	  needs	  is	  people	  who	  have	  come	  alive.	  –	  Howard	  Thurman	  	  
	  	  	   This	  study	  focused	  on	  12	  participants,	  all	  of	  whom	  said	  they	  had	  experienced	  immensely	  satisfying	  work	  at	  some	  point	  in	  their	  public	  relations	  careers.	  	  Participants	  came	  from	  a	  variety	  of	  backgrounds	  and	  worked	  as	  public	  relations	  practitioners	  in	  a	  variety	  of	  fields.	  	  Through	  the	  rich	  description	  of	  these	  participants,	  I	  was	  able	  to	  uncover	  a	  more	  complete	  meaning	  of	  the	  phenomenon	  of	  immensely	  satisfying	  work.	  	  Several	  participants	  believed	  the	  satisfaction	  they	  personally	  experienced	  extends	  to	  other	  work	  colleagues.	  	  Katherine	  offered,	  “…every	  company	  has	  ups	  and	  downs,	  and	  certainly	  we	  have	  over	  the	  years…But	  for	  the	  most	  part,	  on	  any	  given	  day…I	  think	  you	  would	  be	  hard	  pressed	  to	  find	  people	  that	  just	  don’t	  like	  what	  they	  do	  here.”	  Paul	  suggested,	  …we	  achieve	  a	  lot	  here.	  We	  have…high	  standards…we’ve	  got	  to	  get	  a	  lot	  done.	  But	  I	  want	  them	  to	  do	  it	  because	  they	  want	  to	  do	  it	  and	  they	  feel	  that	  they	  get	  satisfaction	  from	  doing	  it	  and	  not	  that	  somebody’s	  cracking	  a	  whip	  over	  their	  head.	  	   Participants	  were	  exceedingly	  candid	  in	  their	  discussions	  of	  this	  phenomenon	  and	  opened	  themselves	  up	  in	  very	  personal	  and	  vulnerable	  ways.	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These	  individuals	  did	  not	  offer	  me	  Pollyannaish	  descriptions	  that	  were	  excessively	  cheerful	  or	  unrealistically	  rosy	  depictions	  about	  their	  work	  experiences.	  	  Instead,	  they	  offered	  sincere,	  realistic	  accounts	  of	  the	  highs	  and	  lows	  throughout	  their	  careers.	  	  For	  all	  the	  examples	  they	  shared	  about	  the	  qualities	  that	  made	  them	  love	  their	  work,	  they	  also	  recounted	  the	  darker	  moments	  when	  an	  employer	  or	  a	  work	  situation	  left	  them	  unfulfilled.	  These	  contrasting	  descriptions	  offered	  valuable	  disconfirming	  data	  and	  an	  honest	  look	  at	  the	  full	  scope	  of	  a	  person’s	  career,	  both	  the	  good	  and	  the	  bad.	  	  	  	  	   Eight	  themes	  emerged	  from	  the	  data	  to	  describe	  the	  phenomenon	  of	  immensely	  satisfying	  work:	  Leader	  Sets	  the	  Tone,	  Making	  a	  Difference,	  Trust/Respect,	  Recognition,	  Community,	  Teamwork,	  Autonomy,	  and	  Personal	  Growth.	  Several	  subthemes	  also	  emerged	  with	  a	  few	  of	  these	  themes.	  Table	  4	  shows	  the	  eight	  themes	  related	  to	  immensely	  satisfying	  work	  and	  their	  related	  subthemes.	  
Table	  4	  
Immensely	  Satisfying	  Work	  Themes	  and	  Related	  Subthemes	  
Theme	  	   	   	   	   	   	   Related	  Subtheme	  
Leader	  Sets	  the	  Tone	   	   	   	   	   	  
Making	  a	  Difference	   	   	   	   	   	  
Trust/Respect	  	   	   	   	   	   Valued	  for	  Contribution	  
Recognition	  
Community	   	   	   	   	   	   Relationships	  
	   	   	   	   	   	   	   Fun	  
Teamwork	  
Autonomy	  
Personal	  Growth	   	   	   	   	   Learning	  New	  Things	  on	  the	  Job	  
	   	   	   	   	   	   	   Job	  Variety	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Leader	  Sets	  the	  Tone	  Participants	  were	  in	  universal	  agreement	  that	  leaders	  were	  instrumental	  in	  setting	  the	  tone	  or	  creating	  the	  atmosphere	  in	  the	  workplace.	  	  During	  my	  time	  with	  these	  public	  relations	  practitioners,	  I	  heard	  numerous	  stories	  about	  bosses,	  both	  positive	  and	  negative.	  The	  descriptions	  provided	  powerful	  examples	  of	  a	  leader’s	  contribution	  to	  immensely	  satisfying	  work.	  	  	  	  	   Lisa	  believed	  leaders,	  “set	  the	  tone”	  on	  the	  job.	  “They	  may	  say,	  ‘We’re	  a	  team,’	  but,	  you	  know,	  their	  name	  is	  still	  on	  the	  door...	  And	  I	  think	  that	  it’s	  critical	  that	  they	  lead	  the	  charge	  in	  making	  that	  environment	  one	  that	  you	  can	  have	  job	  satisfaction.”	  	  Heather	  suggested,	  “…there	  is	  a	  huge	  component	  there	  of…the	  joy	  that	  you	  have	  in	  the	  workplace,	  the	  contentment	  that	  you	  have	  in	  your	  position…	  comes	  from	  who	  you	  report	  to…”	  	  	  	  	  Joy	  agreed	  one	  of	  the	  most	  important	  relationships	  she	  has	  on	  the	  job	  is	  the	  one	  with	  her	  boss.	  	  Jill	  exclaimed,	  “Oh,	  my	  gosh!	  I	  think	  it’s…I	  think	  it	  can	  make	  or	  break	  a	  workplace.”	  	  David	  added,	  “Well,	  they’re	  critical.”	  	  Thinking	  back	  to	  her	  earliest	  public	  relations	  job,	  Norah	  was	  pleased	  when	  her	  bosses	  praised	  her,	  saying	  it	  was	  her	  “…‘A’	  for	  the	  day	  or	  my	  gold	  star.”	  	  She	  also	  appreciated	  the	  opportunity	  they	  gave	  her	  to	  enter	  the	  profession.	  …they	  took	  a	  chance	  on	  me	  for	  someone	  who	  had	  no	  PR	  experience	  whatsoever.	  So,	  there	  was,	  there	  was	  that	  feeling	  as	  well	  that,	  “Gosh,	  you	  know,	  I,	  I’m	  really	  grateful	  that	  they	  took	  a	  chance	  on	  me	  because	  it’s	  helped	  move	  me	  through	  my	  career	  to	  where	  I	  am	  today.”	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Steve	  said	  a	  good	  boss	  should	  encourage	  employees,	  giving	  them	  the	  tools	  and	  input	  “…that	  they	  need	  in	  order	  to	  do	  their	  jobs	  well…”	  Michael	  and	  Katherine	  both	  commented	  that	  good	  leaders	  put	  their	  employees	  in	  a	  position	  to	  succeed.	  	  	  When	  I	  arrived	  at	  Michael’s	  workplace,	  his	  boss,	  who	  happened	  to	  walk	  into	  the	  lobby	  when	  I	  arrived,	  cheerfully	  greeted	  me	  and	  took	  me	  to	  Michael’s	  office.	  	  Michael	  told	  me	  he	  has	  a	  great	  working	  relationship	  with	  this	  person,	  whom	  he	  also	  considers	  to	  be	  a	  friend.	  Katherine	  added	  about	  her	  current	  boss,	  “…he’ll	  provide	  guidance.	  He’s	  a	  good	  mentor…So,	  if	  I	  have	  questions	  on	  something,	  I	  can	  bounce	  ideas	  off	  of	  him…”	  David	  was	  equally	  complimentary	  about	  his	  boss,	  saying,	  “…he	  is	  one	  of	  those	  guys	  that	  I	  have	  total	  admiration	  for,	  total	  respect.	  I	  think	  he	  is	  a	  brilliant	  man.”	  	  	  	   Although	  all	  of	  the	  participants	  reported	  to	  someone	  within	  their	  organization,	  many	  of	  them	  also	  served	  as	  someone	  else’s	  supervisor.	  In	  working	  within	  his	  organization,	  Peter	  saw	  his	  role	  to	  “…make	  sure	  that	  my	  team	  has	  the,	  the	  resources	  they	  need	  to	  get	  their	  job	  done.	  You	  know,	  I	  tell	  them	  all	  the	  time,	  I’m	  here	  to	  knock	  down	  roadblocks…”	  	   Leaders	  can	  also	  make	  an	  impact	  on	  an	  employee,	  even	  when	  they	  no	  longer	  work	  together.	  	  When	  I	  asked	  about	  her	  artifact,	  Katherine	  shared	  with	  me	  a	  hand-­‐written	  note	  sent	  from	  her	  former	  boss	  when	  she	  was	  promoted	  in	  her	  current	  organization.	  	  …he	  just	  sent	  me	  a	  note	  and	  let	  me	  know	  how	  proud	  of	  me	  he	  was.	  I	  remember	  the	  day	  I	  got	  that	  and	  it	  just	  meant	  so	  much	  to	  me	  because	  it	  was	  so	  hard	  to	  leave…I	  just	  had	  so	  much	  respect	  for	  him,	  and	  still	  do	  to	  this	  day….And	  so	  to	  me,	  that’s	  probably	  my	  go-­‐to	  piece.	  If	  I’m	  ever	  having	  a	  bad	  day,	  I,	  honestly,	  I’ll	  pull	  that	  out	  and,	  and	  look	  at	  it.	  	  	  	  	  
	   55	  
In	  spite	  of	  glowing	  descriptions	  of	  leaders,	  participants	  also	  shared	  stories	  of	  prior	  work	  situations	  in	  which	  the	  leader’s	  demeanor	  or	  treatment	  of	  employees	  made	  for	  an	  unhappy	  workplace.	  Lisa	  told	  me	  about	  a	  time	  earlier	  in	  her	  career	  when	  she	  worked	  for	  a	  leader	  who	  was	  a	  poor	  communicator	  and	  difficult	  to	  please.	  	  The	  negativity	  created	  by	  this	  individual	  infected	  the	  entire	  organization	  and	  Lisa	  realized	  she	  was	  not	  the	  only	  one	  who	  felt	  miserable.	  …had	  it	  been	  just	  me,	  I	  would	  have	  said,	  “OK,	  it’s	  just	  me.	  I	  need	  to	  move	  on.”	  I	  mean,	  but	  just	  to	  watch	  an	  entire	  division	  get	  sick	  to	  their	  stomach	  on	  Sunday	  night	  because	  work	  started	  on	  Monday,	  and	  then	  start	  to	  feel	  pretty	  good	  by	  Thursday	  because	  you	  only	  had	  one	  more	  day!	  	   In	  one	  of	  the	  public	  relations	  positions	  she	  held,	  Joy	  found	  herself	  without	  a	  direct	  supervisor	  for	  six	  months.	  	  She	  recounted	  that	  for	  a	  time,	  the	  organization	  was	  like	  a	  “rudderless	  ship,”	  with	  rocky	  working	  conditions,	  until	  a	  new	  leader	  joined	  the	  organization.	  	  In	  another	  instance,	  Joy	  lost	  confidence	  in	  a	  boss	  who	  was	  highly	  reactive.	  	  	  	  	  …it	  makes	  it	  much	  more	  difficult	  to	  accomplish	  what	  you	  want	  to	  do	  because	  you’re	  constantly	  having	  to	  focus	  your	  attention	  on	  whatever	  the	  problem	  of	  the	  moment	  is,	  rather	  than	  setting	  up	  your	  goals	  and,	  and	  working	  towards	  your	  goals.	  So	  they	  become	  an	  impediment	  and	  a	  time	  waster.	  	   Steve	  said	  he	  once	  worked	  for	  someone	  who	  had	  many	  positive	  leadership	  skills,	  but	  managing	  people	  was	  not	  one	  of	  them.	  	  Steve	  was	  often	  frustrated	  that	  this	  leader	  was	  not	  able	  to	  clearly	  articulate	  the	  organization’s	  priorities,	  instead	  insisting	  that	  everything	  was	  a	  priority.	  At	  one	  of	  the	  places	  where	  she	  used	  to	  work,	  Heather	  grew	  to	  dread	  her	  job	  because	  of	  the	  deteriorating	  relationship	  with	  her	  supervisor.	  	  When	  the	  relationship	  continued	  to	  go	  downhill,	  Heather	  knew	  it	  was	  time	  for	  her	  to	  leave.	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She	  asserted,	  “…anytime	  I’ve	  ever	  not	  been	  happy	  going	  to	  work,	  it	  has	  nothing	  to	  do	  with	  the	  work.	  It’s	  never	  had	  anything	  to	  do	  with	  the	  work.	  It’s	  always	  had	  to	  do	  with	  other	  political	  stuff	  going	  on	  around	  me	  or	  the	  boss	  that	  I	  was	  working	  for.”	  	  In	  her	  current	  role,	  reporting	  to	  a	  boss	  and	  being	  a	  supervisor	  herself,	  Katherine	  is	  reminded	  just	  how	  important	  the	  role	  a	  leader	  plays	  for	  an	  employee’s	  work	  satisfaction.	  I	  can…think	  of	  times	  where	  I	  loved	  my	  job,	  but	  didn’t	  love	  my	  supervisor	  and	  just	  stuck	  it	  out.	  Um,	  but	  I	  think	  if	  a	  supervisor	  is	  in	  a	  long-­‐term	  position	  and	  it’s	  not	  a	  good	  relationship,	  I	  just	  don’t	  see	  an	  employee	  ever	  staying	  on	  and	  being	  happy.	  So,	  um,	  one	  of	  the,	  the	  worst	  things	  that	  my	  boss…will	  always	  say	  to	  me	  is,	  “People	  don’t	  leave	  here	  because	  of	  benefits	  or	  anything	  else.	  They	  leave	  because	  of	  you.”	  Meaning	  the	  manager,	  not	  necessarily	  me,	  but	  whenever	  you	  have	  that	  great	  employee	  that	  tells	  you	  they	  found	  a	  new	  job,	  no	  matter	  how	  happy	  you	  are	  for	  them,	  that	  always	  hits	  in	  my	  head	  like,	  “It’s	  my	  fault.	  I	  failed	  them	  somehow.	  I	  didn’t	  give	  them	  enough	  responsibility	  or	  I	  was	  too	  critical	  or,	  you	  know,	  whatever	  the	  case	  is.”	  	   Table	  5	  shows	  the	  participant	  theme	  leader	  sets	  the	  tone,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	  
Table	  5	  
Theme:	  Leader	  Sets	  the	  Tone	  	  
Theme	   	   	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Significant	  statements	  related	  to	  the	  theme	  
Leader	  Sets	  the	  Tone	   “They	  may	  say,	  ‘We’re	  a	  team,’	  but,	  you	  know,	  their	  name	  is	  still	  on	  the	  door...	  And	  I	  think	  that	  it’s	  critical	  that	  they	  lead	  the	  charge	  in	  making	  that	  environment	  one	  that	  you	  can	  have	  job	  satisfaction.”	  	  “…there	  is	  a	  huge	  component	  there	  of…the	  joy	  that	  you	  have	  in	  the	  workplace,	  the	  contentment	  that	  you	  have	  in	  your	  position…	  comes	  from	  who	  you	  report	  to…”	  	  “…he’ll	  provide	  guidance.	  He’s	  a	  good	  mentor…So	  if	  I	  have	  questions	  on	  something,	  I	  can	  bounce	  ideas	  off	  of	  him…”	  	  “…he	  just	  sent	  me	  a	  note	  and	  let	  me	  know	  how	  proud	  of	  me	  he	  was.	  I	  remember	  the	  day	  I	  got	  that	  and	  it	  just	  meant	  so	  much	  to	  me…”	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Making	  a	  Difference	  	   Participants	  in	  the	  study	  universally	  indicated	  they	  wanted	  to	  work	  for	  an	  organization	  where	  they	  were	  making	  a	  difference,	  doing	  meaningful	  work,	  or	  being	  a	  part	  of	  something	  bigger	  than	  themselves.	  Many	  of	  the	  participants	  in	  this	  study	  suggested	  making	  a	  difference	  or	  doing	  meaningful	  work	  trumped	  making	  a	  lot	  of	  money.	  	   Paul	  observed,	  “I	  get	  great	  satisfaction	  out	  of	  looking	  at	  something	  and	  saying,	  ‘You	  know,	  that	  made	  a	  difference	  in	  somebody’s	  life’…”	  He	  said	  in	  his	  current	  role,	  both	  he	  and	  his	  colleagues	  understand	  that	  the	  work	  they	  do	  is	  important.	  	  I	  feel	  badly	  for	  people	  that	  go	  to	  work	  every	  day	  and	  they	  just	  can’t	  wait	  to	  get	  out	  of	  there.	  And	  there	  are	  a	  lot	  of	  people,	  I	  think,	  that	  unfortunately	  that’s	  what	  life	  is	  like	  for	  them.	  And	  those	  are	  the	  people	  I	  say	  that	  have	  a	  “job.”	  The	  people	  here	  have	  a	  “career.”	  And	  it’s	  a	  very	  different	  thing.	  It’s	  a	  very	  different	  outlook	  on	  life…they	  have	  a	  feeling	  that	  they’re	  making	  a	  difference.	  	   Joy	  felt	  she	  is	  doing	  meaningful	  work	  by	  being	  a	  part	  of	  something	  in	  which	  she	  truly	  believes	  and	  by	  working	  with	  dedicated	  people.	  Heather	  observed,	  “I	  really	  want	  to	  be	  somewhere	  where	  I	  can	  make	  a	  difference	  or	  it	  matters	  if	  I’m	  there.	  I	  don’t	  want	  to	  just	  be	  a	  placeholder.	  I	  don’t	  want	  to	  just	  be	  someone	  who	  shows	  up	  and	  cranks	  it	  out	  and	  walks	  away,	  and	  is	  not	  touched	  by	  what	  I’m	  doing…”	  	  Susan	  said	  she	  cares	  about	  her	  job	  and	  appreciates	  working	  for	  an	  organization	  that	  does	  good	  work	  in	  the	  community.	  	  In	  her	  role	  as	  a	  communications	  expert,	  she	  appreciates	  that	  she	  adds	  value	  to	  overall	  mission.	  	  I	  think	  when	  someone	  has	  some	  level	  of	  understanding	  about	  your	  product	  or	  about	  your	  organization	  or	  your	  process,	  if	  they	  have	  some	  greater	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understanding	  or	  awareness	  or	  acceptance	  of	  your	  product	  after	  you’ve	  shared	  the	  message	  somehow	  or	  changed	  the	  message	  or	  simply	  responded	  to	  people	  and	  had	  the	  right	  message	  for	  them	  in	  a	  way	  that	  they	  could	  receive	  it,	  it	  just	  feels	  very,	  very	  good.	  You’ve	  accomplished	  something	  real.	  	  	  As	  her	  artifact,	  Susan	  showed	  me	  several	  boxes	  of	  newspaper	  clippings	  and	  other	  materials	  she	  collected	  following	  a	  crisis	  situation	  in	  which	  she	  offered	  her	  assistance.	  	  The	  boxes	  reminded	  her	  of	  the	  hard	  work	  that	  went	  into	  supporting	  this	  situation,	  and	  the	  difference	  her	  organization	  made	  helping	  with	  the	  issue.	  	   At	  a	  job	  early	  in	  her	  public	  relations	  career,	  Norah	  was	  responsible	  for	  overseeing	  some	  her	  company’s	  charitable	  giving.	  	  She	  said	  “…it	  was	  amazingly	  gratifying…”	  In	  many	  ways,	  she	  found	  that	  aspect	  of	  her	  job	  more	  rewarding	  than	  some	  of	  the	  traditional	  public	  relations	  work.	  “I’ve	  never	  gotten	  into	  social	  work	  or	  non-­‐profit	  work,	  but	  to	  me,	  that’s	  a	  very	  attractive	  type	  of	  employment,	  that	  service,	  that	  helping	  others.”	  	   Lisa	  said,	  “…I	  think	  that	  on	  those	  days	  where	  you	  really	  feel	  like	  you’ve	  accomplished	  something	  on	  behalf	  of	  your	  client,	  those	  are	  probably	  the	  days	  that	  make	  you	  happiest…”	  Katherine	  added,	  “…it’s	  really	  about	  whether	  or	  not	  what	  we’re	  doing	  is	  making	  an	  impact	  on	  others.”	  When	  I	  arrived	  to	  interview	  Jill,	  the	  lobby	  of	  the	  non-­‐profit	  where	  she	  works	  was	  filled	  with	  people	  who	  benefit	  from	  her	  organization’s	  services.	  	  When	  we	  settled	  into	  her	  small,	  quiet	  office	  near	  the	  back	  of	  the	  building,	  Jill	  shared	  with	  me	  that	  she	  believes	  her	  communication	  work	  is	  positively	  impacting	  her	  organization’s	  objectives.	  I	  love	  it,	  in	  this	  particular	  position,	  because	  I	  feel	  like	  I	  get	  to	  tell	  the	  world	  about	  some	  really	  neat	  people	  and	  possibilities…you	  know,	  I	  don’t	  want	  to	  be	  cocky	  about	  it.	  It’s	  not	  like	  if	  I	  wasn’t	  here	  these	  stories	  wouldn’t	  be	  told,	  but	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I’m	  very	  honored	  that	  I’m	  the	  one	  that	  gets	  to	  put	  those	  stories	  out	  in	  front	  of	  the	  public.	  	   	  David	  suggested	  that	  the	  work	  performed	  by	  him	  and	  other	  communication	  professionals	  draws	  greater	  positive	  attention	  to	  the	  organization,	  impacting	  the	  bottom	  line	  “…it’s	  critical	  to	  any	  organization	  to	  have	  a	  positive	  image…I’m	  biased,	  obviously,	  but	  to	  me,	  public	  relations	  is	  absolutely	  a	  vital	  component	  of	  any	  business.	  I	  mean,	  we	  are	  the	  conduit	  that’s	  going	  to	  get	  the	  word	  out.	  And	  what	  we	  get	  out	  is	  going	  to	  be	  a	  direct	  reflection	  on	  the	  institution.”	  Steve	  offered,	  	  “…it	  reinforced	  in	  me	  a	  feeling…that	  what	  I	  was	  doing	  was	  legitimate,	  that	  it	  was	  worthwhile,	  and	  that	  it	  serves	  a	  purpose	  in	  our	  community	  and	  in	  our	  society.”	  	  	  	   In	  discussing	  the	  qualities	  of	  immensely	  satisfying	  work,	  participants	  agreed,	  doing	  meaningful	  work	  was	  more	  valuable	  to	  them	  than	  making	  a	  lot	  of	  money.	  	  David	  said	  some	  employees	  in	  his	  organization	  could	  make	  a	  lot	  more	  money	  elsewhere.	  “They’re	  here	  because	  they	  want	  to	  make	  a	  difference…”	  Lisa	  suggested,	  “…some	  young	  people	  may	  think	  that	  the	  only	  thing	  that’s	  going	  to	  be	  satisfying	  is,	  you	  know,	  six	  or	  seven	  figure	  salary	  and	  running	  the	  show.	  I’m	  long	  past	  thinking	  that	  that’s	  what’s	  going	  to	  be	  satisfying.”	  Katherine	  said	  at	  her	  company,	  although	  they	  pay	  employees	  a	  fair	  wage,	  “I	  think	  satisfaction	  here	  is	  not	  so	  much	  about	  the	  money….	  I	  think	  it’s	  more	  about	  the	  overall	  satisfaction	  that	  they	  can	  really	  contribute	  to	  something	  that	  matters.”	  	  Table	  6	  shows	  the	  participant	  theme	  making	  a	  difference,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	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Table	  6	  
Theme:	  Making	  a	  Difference	  	  	  
Theme	   	   	   	   Significant	  statements	  related	  to	  the	  theme	  
Making	  a	  Difference	   	  “I	  really	  want	  to	  be	  somewhere	  where	  I	  can	  make	  a	  difference	  or	  it	  matters	  if	  I’m	  there.”	  	   “…it’s	  really	  about	  whether	  or	  not	  what	  we’re	  doing	  is	  making	  an	  impact	  on	  others.”	  	  “…they	  feel	  their	  work	  is	  satisfying,	  they	  feel	  it	  has	  meaning,	  they	  feel	  they’re	  making	  a	  difference	  in	  what	  they	  do…”	  	  “…it	  reinforced	  in	  me	  a	  feeling…that	  what	  I	  was	  doing	  was	  legitimate,	  that	  it	  was	  worthwhile,	  and	  that	  it	  serves	  a	  purpose	  in	  our	  community	  and	  in	  our	  society.”	  	   “I	  think	  it’s	  about	  working	  on	  something	  that	  you	  really	  believe	  in	  that	  you	  found,	  therefore,	  to	  be	  especially	  meaningful.”	  	  
Trust/Respect	  Participants	  revealed	  that	  in	  order	  to	  find	  their	  jobs	  immensely	  satisfying,	  it	  was	  essential	  that	  they	  worked	  among	  colleagues	  and	  bosses	  who	  trusted	  and	  respected	  them.	  	  Many	  used	  the	  two	  words	  interchangeably.	  	  During	  the	  discussion	  with	  participants,	  a	  subtheme	  emerged	  from	  trust/respect	  –	  being	  valued	  for	  their	  contribution	  in	  the	  workplace.	  	  Unlike	  a	  later	  theme,	  “recognition”,	  which	  is	  more	  extrinsic	  in	  nature,	  when	  participants	  spoke	  about	  being	  trusted/respected	  and	  valued	  for	  their	  contributions,	  it	  had	  more	  of	  an	  intrinsic	  quality	  to	  it	  –	  something	  at	  the	  core	  of	  their	  beings	  that	  was	  indelibly	  linked	  to	  their	  satisfaction	  in	  the	  workplace.	  	  Participants	  also	  provided	  disconfirming	  data	  to	  describe	  instances	  when	  these	  qualities	  were	  missing	  from	  their	  jobs.	  	   Several	  participants	  talked	  about	  the	  trust	  and	  respect	  from	  their	  leaders	  and	  the	  impact	  it	  had	  in	  enabling	  them	  to	  do	  their	  jobs.	  David	  described	  the	  relationship	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he	  has	  with	  several	  people	  whom	  he	  reports	  to	  within	  his	  organization.	  He	  commented,	  “…they	  trust	  me,	  they	  don’t	  question	  me.”	  Heather	  said	  in	  her	  current	  organization,	  she	  has	  bosses	  who	  know	  they	  can	  rely	  on	  her	  to	  do	  her	  job	  well.	  In	  discussing	  his	  boss,	  Peter	  suggested,	  “I	  think	  that	  he	  placed	  me	  in	  this	  role	  because	  he	  has	  confidence	  in	  what	  I	  can	  do.	  He	  has	  confidence	  in	  my	  experience.	  He	  has	  confidence	  that	  I	  can	  build	  the	  best	  team	  to	  do	  the	  best	  work.”	  Susan	  remarked,	  “…that	  relationship	  that	  I	  have	  or	  that	  access	  that	  I	  have	  to	  my	  supervisor	  and	  the	  CEO	  is	  critical	  in	  that	  most	  of	  the	  time	  they	  trust	  my	  instincts…”	  	  Michael	  also	  felt	  that	  having	  a	  boss	  who	  trusts	  him	  “…makes	  just	  a	  world	  of	  difference.”	  	  	  Participants	  also	  suggested	  trust	  and	  respect	  must	  be	  present	  among	  colleagues.	  In	  discussing	  her	  work	  environment,	  Jill	  commented,	  	  You	  have	  to	  have	  mutual	  respect	  for	  each	  other,	  and	  you	  have	  to	  trust	  each	  other	  because…	  even	  to	  put	  your	  idea	  on	  the	  table	  or…even	  a	  concern,	  you	  want	  to	  make	  sure	  that	  there’s	  a	  circle	  of	  trust	  among	  that	  particular	  team.	  And	  if	  it’s	  not,	  it’s	  really	  hard	  …to	  build	  anything	  that	  has	  a	  strong	  foundation.	  	  Lisa	  suggested	  that	  if	  work	  colleagues	  do	  not	  mutually	  respect	  one	  another,	  the	  work	  environment	  would	  likely	  not	  be	  productive.	  “I’m	  not	  saying	  that	  you	  have	  to	  have	  this	  fantastic	  best	  friend	  relationship	  with	  everyone	  who	  walks	  in	  the	  door,	  but	  I	  also	  think	  that	  you	  need	  to	  have…an	  appreciation	  and	  respect	  for	  other	  people	  and	  for	  the	  job	  that	  they	  do.”	  Katherine	  agreed,	  “I	  think	  respect	  is	  probably	  the	  number	  one	  reason	  people	  leave	  jobs	  and	  stay	  at	  jobs.	  Because	  if	  you	  don’t	  have	  respect	  from	  your	  peers	  or	  your	  supervisor	  or	  even	  your	  subordinates…no	  one	  wants	  to	  come	  to	  work.”	  In	  her	  early	  days	  in	  public	  relations,	  Norah	  appreciated	  being	  able	  to	  trust	  colleagues	  enough	  to	  say,	  “‘…Look,	  I’ve	  only	  been	  doing	  this	  6	  months.	  I	  don’t	  know	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what	  I’m	  doing.	  I	  need	  your	  help.’	  And	  trusting	  that	  they	  would	  be	  able	  to	  say,	  ‘You	  know,	  I	  understand.	  I	  was	  in	  your	  shoes	  once.’”	  	  
Valued	  for	  contribution.	  The	  construct,	  valued	  for	  contribution,	  emerged	  as	  a	  subtheme	  of	  trust/respect.	  Participants	  wanted	  to	  work	  in	  organizations	  where	  they	  were	  listened	  to,	  where	  they	  had	  a	  sense	  that	  they	  were	  valued	  for	  their	  contributions	  to	  the	  workplace.	  Participants	  had	  a	  great	  deal	  to	  say	  about	  having	  a	  voice	  within	  their	  organization.	  Lisa	  remarked,	  “I	  know	  what	  it’s	  like	  to	  work	  in	  an	  environment	  where	  you	  are	  valued	  and	  where	  that	  value	  is	  communicated	  to	  you.”	  Heather	  said	  she	  works	  for	  two	  bosses	  who	  are	  secure	  in	  their	  own	  roles	  and	  comfortable	  with	  the	  skills	  others	  bring	  to	  the	  table	  “…they’re	  very	  encouraging.	  They’re	  grateful	  and	  tell	  me	  that	  they’re	  grateful	  for	  the	  work	  that	  I’m	  doing	  –	  daily.”	  	  Susan	  said	  she	  has	  great	  access	  to	  the	  C.E.O.	  where	  she	  works.	  	  This	  leader	  listens	  to	  her	  and	  considers	  the	  suggestions	  she	  makes.	  	  “I’m	  just	  happy	  when	  someone	  recognizes	  that,	  for	  my	  own	  personal	  worth,	  so	  that	  I	  know	  that	  I’ve	  got	  some	  value	  to	  the	  organization.”	  	  David	  admitted	  he	  appreciates	  being	  “…at	  the	  table…”	  when	  communications	  decisions	  are	  made	  within	  his	  organization.	  	  …we’re	  valued	  for	  our	  opinion	  and,	  and	  I	  think	  what	  any	  PR	  person	  will	  tell	  you…you	  want	  to	  be	  inside	  that	  inner	  circle…and	  I	  think	  that’s	  the	  beautiful	  thing	  about	  the	  public	  relations	  here.	  We’re	  respected.	  We’re	  valued.	  They	  keep	  us,	  you	  know,	  right	  in	  the	  loop.	  	  Steve	  said	  it	  is	  at	  those	  times	  when	  his	  ideas	  are	  heard	  that	  validate	  his	  role	  within	  the	  organization,	  both	  for	  himself	  and	  to	  others.	  I	  don’t	  generate	  revenue.	  I	  don’t	  contribute	  to	  the	  bottom	  line	  in	  a	  literal,	  tangible…sense,	  so,	  to	  have	  those	  moments…to	  demonstrate	  the	  value	  that	  I	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provide	  to	  a	  company…is	  very	  important	  for	  my	  existence	  and	  the	  existence	  of	  my	  profession.	  	  Paul	  explained	  within	  the	  organization	  where	  he	  works,	  employees	  are	  respected	  for	  their	  contributions.	  	  …they’re	  listened	  to,	  their	  ideas	  count…I	  think	  that’s	  really	  important.	  And	  I	  think…that’s	  how	  you	  have	  either	  an	  engaged…employee	  or	  one	  that’s	  really	  disengaged	  and	  is	  just	  here	  biding	  their	  time	  versus	  one	  that’s	  really	  trying	  to	  make	  a	  difference.	  	   Jill	  observed	  that	  in	  her	  organization,	  it	  is	  important	  for	  all	  employees	  to	  feel	  that	  their	  voices	  are	  heard.	  	  People	  where	  she	  works	  are	  encouraged	  to	  express	  their	  ideas	  and	  opinions.	  “You	  know,	  I	  think	  everybody	  brings	  a	  different	  perspective.	  And	  it’s	  extremely	  important	  to	  get	  everybody’s	  perspective.”	  Michael’s	  artifact	  even	  spoke	  to	  the	  concept	  of	  being	  valued	  for	  his	  contributions.	  He	  showed	  me	  a	  three-­‐dimensional	  wooden	  sculpture	  that	  his	  former	  boss	  had	  given	  him,	  along	  with	  a	  note	  that	  said,	  “…thanks	  to	  a	  ride	  back	  guy….”	  Michael	  explained,	  “A	  ride	  back	  guy	  is,	  like	  in	  Westerns.	  He’s	  always	  that	  guy	  that’s	  out	  there…looking	  out	  for	  you.	  Somebody	  that’s	  got	  your	  back.”	  Michael	  said	  his	  former	  boss	  did	  not	  give	  out	  many	  of	  these	  gifts,	  so	  it	  meant	  a	  lot	  to	  Michael	  to	  be	  one	  of	  those	  who	  received	  it.	  	   Yet,	  for	  all	  their	  examples	  of	  working	  for	  organization	  where	  they	  are	  valued	  for	  their	  contributions	  and	  feel	  a	  high	  degree	  of	  trust	  and	  respect,	  participants	  also	  shared	  their	  frustrations	  about	  previous	  work	  situations	  in	  which	  these	  qualities	  were	  absent.	  Jill	  recalled	  working	  in	  one	  such	  environment.	  “I’ve	  worked	  on	  some	  teams	  where	  people	  didn’t	  respect	  each	  other,	  they	  didn’t	  trust	  each	  other,	  and	  it’s	  impossible	  to	  build	  anything	  like	  that.”	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In	  an	  example	  with	  a	  previous	  employer,	  Lisa	  remembered	  working	  at	  a	  company	  where	  the	  feedback	  was	  negative,	  where	  her	  abilities	  were	  always	  questioned,	  and	  where	  the	  environment	  lacked	  support	  and	  validation.	  It	  eventually	  took	  its	  toll	  on	  her.	  	  “…I	  think	  that	  you	  reach	  a	  point	  where	  it	  can	  undermine	  your	  entire	  being.	  You	  start	  to	  doubt	  your	  value.	  You	  start	  to	  doubt	  your	  capabilities.”	  	   Heather	  observed	  that	  a	  leader’s	  insecurities	  might	  be	  a	  drag	  on	  the	  organization.	  She	  wondered	  if	  some	  supervisors	  withhold	  praise	  or	  encouragement	  out	  of	  a	  fear	  that	  the	  employee	  will	  take	  their	  job	  or	  leave	  the	  workplace	  for	  another	  offer.	  After	  many	  years	  at	  a	  particular	  company,	  she	  realized,	  “…I	  don’t	  belong	  here	  anymore…”	  and	  eventually	  left.	  	  …in	  my	  mind,	  you	  want	  to	  be	  somewhere	  where,	  you	  know,	  the	  work	  you	  do	  is	  celebrated	  and	  appreciated	  and	  is	  helping	  with	  the	  mission	  of	  the	  organization,	  you	  know,	  and	  you’re	  doing	  something	  that’s	  pulling	  all	  of	  you	  ahead.	  	   Susan	  noted	  that	  in	  her	  organization,	  she	  works	  with	  some	  colleagues	  who	  do	  not	  value	  her	  role	  as	  much	  as	  they	  value	  their	  own	  “…not	  everybody	  appreciates	  public	  relations	  people.	  I’m	  sure	  of	  that.”	  	  Susan	  suggested	  that	  her	  company	  was	  not	  unusual	  in	  this	  regard.	  She	  believed	  other	  organizations	  employ	  people	  with	  this	  attitude.	  	  Yet,	  she	  feels	  fortunate	  that	  her	  bosses	  value	  the	  work	  she	  does,	  saying	  it	  would	  be	  a	  waste	  of	  resources	  if	  they	  did	  not	  use	  her	  skills	  to	  their	  full	  advantage.	  …if	  my	  opinions	  or	  my	  experience	  is	  not	  valuable	  enough	  to	  listen	  to,	  then	  I	  don’t	  know	  that	  they	  really	  need	  to	  hire	  a	  public	  relations	  person	  than	  they	  need	  to	  hire	  a	  stenographer	  or	  they	  need	  to	  hire	  a	  note	  taker,	  or	  they	  could	  do	  it	  themselves	  and	  have	  an	  administrative	  assistant	  do	  it	  for	  them.	  They	  could	  just	  dictate	  it…If,	  they	  aren’t	  willing	  to	  listen	  to	  my	  personal	  experience	  or	  my	  training…and	  take	  into	  account…some	  of	  these	  goals	  and	  strategies	  that	  public	  relations	  people	  use	  –	  if	  those	  aren’t	  valuable,	  then	  I	  don’t	  see	  the	  point	  in	  having	  anyone	  doing	  it	  then.	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Steve	  agreed	  that	  organizations	  do	  not	  always	  value	  public	  relations	  practitioners	  as	  they	  do	  other	  positions	  within	  a	  company.	  	  He	  suggested	  leaders	  who	  hire	  these	  individuals	  should	  use	  them	  to	  their	  full	  advantage.	  I’m	  certainly	  not	  the	  smartest	  person	  in	  the	  room.	  I	  don’t	  pretend	  to	  be.	  But	  I	  have	  certain	  skills	  that	  I	  bring	  to	  the	  table	  and	  certain	  communication	  abilities	  that	  other	  people	  don’t	  have.	  And,	  I	  think	  there’s	  a	  huge	  value	  in	  that.	  And	  I	  think,	  it’s	  unfortunate	  that	  many	  major	  companies,	  or	  corporations	  or	  even	  entities,	  only	  have	  one	  or	  two	  people	  designated	  to	  even	  be	  able	  to	  do	  that	  when	  the	  role	  that	  person	  plays	  can	  have	  a	  huge	  influence	  over	  the	  public	  image	  of	  the	  company…the	  level	  of	  morale	  in	  the	  company	  among	  employees,	  and	  even	  the	  profit	  earning	  ability	  of	  that	  company.	  Sometimes	  we’re	  seen	  as	  the	  afterthought	  or	  the	  simple	  contributor	  late	  in	  the	  game…	  
	   Table	  7	  shows	  the	  participant	  theme	  trust/respect,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	  
Table	  7	  
Theme:	  Trust/Respect	  	  
Theme	   	   	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  Significant	  statements	  related	  to	  the	  theme	  
Trust/Respect	   	  “…they	  trust	  me,	  they	  don’t	  question	  me.”	  	  “I	  know	  what	  it’s	  like	  to	  work	  in	  an	  environment	  where	  you	  are	  valued	  and	  where	  that	  value	  is	  communicated	  to	  you.”	  	  	  “I	  think	  respect	  is	  probably	  the	  number	  one	  reason	  people	  leave	  jobs	  and	  stay	  at	  jobs.	  	  “I	  think	  that	  he	  placed	  me	  in	  this	  role	  because	  he	  has	  confidence	  in	  what	  I	  can	  do.	  He	  has	  confidence	  in	  my	  experience.”	  	  
Recognition	  	   For	  participants	  in	  this	  study,	  recognition	  emerged	  as	  a	  theme	  that	  contributed	  to	  immensely	  satisfying	  work.	  	  While	  trust/respect	  and	  valued	  for	  contribution	  conveys	  the	  intrinsic	  qualities	  of	  immensely	  satisfying	  work,	  for	  the	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participants	  whom	  I	  interviewed,	  recognition	  described	  the	  extrinsic	  celebration	  of	  their	  achievements.	  	   Steve	  suggested	  it	  is	  paramount	  for	  leaders	  and	  organization	  to	  create	  what	  he	  calls	  “touchdown	  moments”	  for	  employees	  –	  to	  provide	  opportunities	  for	  them	  to	  succeed	  and	  be	  recognized	  for	  their	  work,	  “because	  then	  they	  are…satisfied	  in	  their	  job	  and	  they’ll	  demonstrate	  loyalty…	  to	  our	  team…and	  ultimately	  make	  all	  of	  us	  look	  good.”	  	  Paul	  said	  he	  enjoyed	  his	  work	  as	  a	  public	  relations	  practitioner,	  precisely	  because	  the	  job	  has	  such	  a	  high	  public	  profile.	  “I	  enjoy	  people	  being	  able	  to	  see	  what	  I	  do.”	   Several	  years	  ago,	  following	  a	  survey	  of	  company	  employees,	  leaders	  where	  Katherine	  works	  were	  shocked	  to	  discover	  that	  people	  did	  not	  feel	  that	  their	  supervisor	  took	  time	  to	  adequately	  recognize	  them.	  	  “And	  it	  was	  like	  the	  worst	  thing	  we	  had	  ever	  heard.”	  Katherine	  worked	  with	  other	  company	  leaders	  to	  develop	  a	  new	  strategy,	  where	  not	  only	  supervisors,	  but	  also	  employees	  could	  recognize	  one	  another	  for	  their	  efforts.	  Katherine	  said	  they	  passed	  out	  cards	  around	  the	  office,	  so	  employees	  could	  write	  a	  little	  note	  to	  one	  of	  their	  peers,	  recognizing	  the	  work.	  Employees	  could	  turn	  in	  the	  names	  of	  their	  colleagues,	  to	  be	  entered	  in	  monthly	  drawings	  for	  various	  prizes.	  	  Katherine	  said	  the	  strategy	  paid	  off	  for	  the	  company.	  Employees	  began	  reporting	  more	  job	  satisfaction,	  and	  the	  cards	  offering	  kudos	  were	  visibly	  present	  throughout	  the	  workplace	  “…you’ll	  walk	  into	  someone’s	  office	  and	  you’ll	  see	  it,	  you	  know,	  tacked	  up	  or,	  um,	  hanging	  on	  the	  wall	  of	  their	  cube.	  So	  we	  really	  think	  people	  are	  using	  it,	  and	  you	  know,	  who	  doesn’t…love	  getting,	  a	  nice	  note	  saying	  ‘Hey,	  you’re	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doing	  a	  good	  job!’”	  	  Katherine	  said	  the	  leader	  of	  her	  company	  also	  required	  department	  managers	  to	  meet	  more	  regularly	  with	  staff	  members	  to	  ask	  about	  their	  goals	  and	  the	  ways	  in	  which	  they	  like	  to	  be	  recognized.	  Katherine	  acknowledged	  that	  she	  is	  also	  appreciative	  of	  the	  personal	  recognition	  she	  has	  received	  throughout	  her	  career.	  	  A	  number	  of	  years	  ago,	  she	  won	  a	  national	  award	  for	  one	  of	  her	  marketing/public	  relations	  ideas.	  She	  was	  excited,	  not	  only	  because	  the	  concept	  went	  over	  well	  within	  her	  company	  and	  among	  their	  clients,	  but	  also	  among	  her	  peers	  throughout	  the	  country.	  	  “And	  that	  was	  huge	  for	  me!	  I	  mean,	  to	  me	  that	  was	  like	  the	  moment	  of	  my	  career,	  winning	  that,	  you	  know.”	  Peter’s	  suggested,	  “It’s	  motivating	  for	  people	  to	  be	  recognized.”	  He	  recalled	  the	  excitement	  from	  his	  communications	  team	  when	  they	  learned	  they	  had	  won	  a	  public	  relations	  award	  for	  their	  work	  on	  a	  particular	  campaign	  “…that	  was	  kind	  of	  cool…that	  our	  peers	  saw	  this…judged	  it,	  and…liked	  our	  work.”	  As	  their	  artifact	  of	  what	  symbolized	  immensely	  satisfying	  work,	  two	  of	  the	  participants	  showed	  me	  awards	  they	  received	  in	  recognition	  of	  their	  public	  relations	  work.	  	  When	  Joy	  served	  in	  the	  local	  chapter	  of	  a	  national	  organization,	  she	  was	  named	  one	  of	  the	  top	  communication	  directors	  in	  the	  country	  “…that	  was	  an	  amazing	  experience…a	  huge	  recognition…”	  	  Norah’s	  artifact	  was	  an	  award	  she	  won	  several	  years	  ago.	  	  It	  came	  at	  a	  time	  when	  she	  had	  left	  the	  journalism	  profession	  and	  made	  the	  move	  into	  public	  relations.	  	  She	  remembers	  wondering	  if	  she	  made	  the	  right	  decision;	  the	  award	  validated	  her	  career	  choice.	  “So	  this	  award	  was,	  again,	  very	  much	  a	  surprise	  but…I	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really	  think	  it,	  it	  kind	  of	  said,	  ‘You	  know,	  you’re	  doing	  a	  good	  job	  and	  I	  think	  you’re	  in	  the	  right	  place.’”	  	  	  Recognition	  from	  people	  outside	  of	  an	  organization	  was	  also	  valued	  and	  appreciated	  among	  the	  interview	  participants.	  	  During	  our	  time	  together,	  Joy	  shared	  that	  her	  organization	  had	  won	  an	  award	  from	  the	  local	  business	  community.	  “I	  can	  show	  you	  that.	  	  We	  keep	  it	  outside,	  at	  the	  receptionist’s	  desk.”	  The	  award	  was	  prominently	  displayed	  for	  all	  to	  see	  when	  they	  entered	  the	  building.	  To	  Joy,	  it	  represented	  her	  organization’s	  contributions	  to	  the	  overall	  economic	  and	  civic	  betterment	  of	  the	  community.	  Michael	  offered	  a	  similar	  story.	  During	  our	  conversation,	  he	  was	  beaming	  when	  he	  talked	  about	  a	  thank	  you	  note	  he	  had	  recently	  received.	  His	  company	  makes	  donations	  to	  needy	  families	  throughout	  his	  community.	  	  As	  the	  public	  relations	  director,	  he	  helped	  to	  spearhead	  that	  effort	  and	  sometimes	  received	  these	  types	  of	  notes	  from	  the	  individuals	  they	  serve.	  	  Michael	  keeps	  these	  thank	  you	  notes	  at	  his	  desk;	  they	  provide	  him	  with	  one	  of	  his	  	  “pick-­‐me-­‐ups.”	  	  “I	  represent	  our	  company,	  and	  our	  company	  is	  appreciated.	  And	  so	  I	  think	  that’s	  what	  that	  is.	  It’s	  kind	  of	  like	  a	  reward	  for	  your	  toils.”	  	  Heather	  works	  for	  a	  non-­‐profit	  and	  enjoys	  the	  recognition	  from	  donors	  who	  might	  comment	  positively	  about	  a	  certain	  event	  or	  a	  communication	  piece	  that	  her	  team	  created.	  	  Table	  8	  shows	  the	  participant	  theme	  recognition,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	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Table	  8	  
Theme:	  Recognition	  
Theme	   	   	   	   Significant	  statements	  related	  to	  the	  theme	  
Recognition	   “I	  enjoy	  people	  being	  able	  to	  see	  what	  I	  do.”	  	  “…who	  doesn’t…love	  getting,	  a	  nice	  note	  saying	  ‘Hey,	  you’re	  doing	  a	  good	  job!’”	  	  “It’s	  motivating	  for	  people	  to	  be	  recognized.”	  	  “…that	  was	  kind	  of	  cool…that	  our	  peers	  saw	  this…judged	  it,	  and…liked	  our	  work.”	  	  
Community	  For	  participants	  in	  this	  study,	  the	  concept	  of	  community	  centered	  around	  the	  emotional	  connections	  people	  had	  with	  one	  another	  in	  the	  workplace.	  Participants	  talked	  about	  the	  “family”	  atmosphere	  or	  how	  they	  felt	  their	  personality	  was	  a	  good	  fit	  for	  the	  culture.	  Several	  subthemes	  emerged	  within	  this	  community	  theme,	  including	  the	  ideas	  of	  relationships	  and	  fun.	  	  When	  I	  first	  met	  Katherine,	  she	  had	  just	  returned	  from	  volunteering	  for	  one	  of	  the	  local	  non-­‐profit	  organization.	  	  It	  was	  a	  family	  outing	  for	  members	  of	  her	  company;	  her	  young	  son	  had	  been	  with	  her.	  As	  we	  started	  the	  interview,	  he	  sat	  on	  the	  floor	  and	  played,	  waiting	  for	  his	  dad	  to	  pick	  him	  up	  from	  the	  office.	  	  	  …if	  you	  have	  to	  have	  your	  child	  at	  work	  (laugh)	  for	  a	  few	  minutes	  because	  there’s	  an	  issue,	  that’s	  OK!	  (laugh).	  	  You	  know,	  it’s	  certainly	  not	  a	  day-­‐to-­‐day	  thing	  but,	  you	  know,	  they	  allow	  that	  just	  because	  they	  know	  that	  life	  happens	  first.	  And	  so	  there’s	  a	  good	  balance	  here	  of	  work	  and	  family.	  	  	  	  Katherine	  said	  her	  company	  gives	  employees	  certain	  opportunities	  to	  do	  volunteer	  work	  in	  the	  community,	  “for	  the	  company,	  it’s	  very	  beneficial	  because	  it	  gets	  people	  working	  together	  in,	  in	  ways	  that	  they	  wouldn’t….	  So	  they	  see	  each	  other	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outside	  of	  work….it	  gets	  different	  departments	  working	  together,	  so	  there’s	  definitely	  a	  benefit	  to	  us.”	  	  Katherine	  reported	  that	  her	  company	  also	  offered	  social	  outings	  outside	  the	  workday.	  Several	  participants	  discussed	  other	  types	  of	  interactions	  with	  co-­‐workers	  that	  solidified	  their	  connections	  with	  one	  another.	  Joy	  offered,	  “…people	  get	  together	  here	  outside	  of	  work,	  you	  know,	  we’ll	  catch	  a	  drink	  on	  a	  Friday	  night,	  not	  regularly,	  but,	  you	  know,	  here	  and	  there…we’ll	  get	  together	  outside	  of	  work	  to	  celebrate	  birthdays.”	  	  Jill	  described	  something	  similar,	  “…sometimes	  we	  need	  to	  get	  out	  of	  the	  building.	  And	  I	  don’t	  care	  if	  it’s	  just	  a	  coffee	  run.	  We’ll	  go…	  grab	  coffee	  as	  a	  team	  and	  just	  take	  some	  time	  out	  for	  a	  minute.	  Or	  maybe	  we…go	  have	  lunch.”	  	  	  	  Heather	  said	  she	  wants	  people	  who	  she	  works	  with	  to	  feel	  comfortable	  coming	  into	  her	  office	  to	  talk.	  To	  entice	  them,	  a	  large	  bowl	  of	  chocolates	  sits	  in	  the	  middle	  of	  her	  conference	  table,	  available	  for	  anyone	  to	  enjoy.	  	  Heather	  talked	  about	  satisfaction	  she	  felt	  at	  finding	  a	  workplace	  where	  her	  personality	  and	  values	  matched	  others	  in	  the	  organization.	  	  I	  think	  I’ve	  said	  this	  before,	  but	  you	  know	  you’re	  a	  square	  peg	  in	  a	  square	  hole….you	  fit	  right	  in…you	  have	  brought	  something	  to	  an	  organization	  that	  has	  made	  it	  better	  because	  you’re	  there.	  I	  think	  those	  are	  the	  kind	  of	  situations	  where	  it	  feels,	  it	  feels	  good….it’s	  peaceful	  and	  it’s	  happy.	  	  Lisa	  agreed	  about	  the	  importance	  of	  making	  a	  connection	  with	  your	  boss	  and	  co-­‐workers,	  “…they	  can	  literally	  make	  your	  life	  enjoyable	  or	  they	  can	  make	  your	  life	  stink.	  And	  I	  think	  that	  you	  really,	  need	  to	  find	  a	  place	  that	  you	  fit	  in,	  in	  order	  to,	  to	  make	  all	  of	  those	  things	  work.”	  	  	  	  And	  so	  it	  was	  with	  David,	  who	  I	  met	  with	  on	  a	  late	  Friday	  afternoon.	  He	  effused	  a	  joyful	  demeanor.	  	  When	  I	  arrived,	  he	  took	  my	  coat	  and	  offered	  me	  a	  soda	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from	  the	  small	  refrigerator	  in	  his	  office.	  	  He	  told	  me	  he	  typically	  brought	  in	  beverages	  and	  other	  snacks	  to	  share	  with	  his	  coworkers.	  They	  were	  free	  to	  come	  into	  his	  office	  any	  time	  to	  help	  themselves.	  As	  we	  settled	  in	  for	  the	  interview,	  David	  described	  several	  instances	  when	  employees	  came	  together	  in	  a	  show	  of	  community.	  	  One	  instance	  took	  place	  at	  a	  workplace	  memorial	  service	  for	  a	  well-­‐loved	  employee.	  Following	  personal	  tributes	  and	  a	  video,	  David	  recalled,	  “You	  just	  couldn’t	  even	  talk	  after	  it	  was	  over,	  it	  was	  that	  powerful….that’s	  the	  kind	  of	  stuff	  that	  goes	  on	  here	  day	  to	  day,	  all	  the	  time!”	  David	  was	  impressed	  with	  his	  organization	  the	  first	  time	  he	  interviewed	  with	  them.	  	  Even	  many	  years	  later,	  he	  describes	  himself	  as	  “lucky”	  to	  collaborate	  with	  such	  a	  caring	  group.	  “I’m	  working	  at	  a	  place	  that’s	  got…quality	  people	  working	  here	  that	  have	  the	  vision…they’re	  just	  special.	  That’s	  the	  best	  way	  to	  describe	  them.”	  	  When	  we	  finished	  the	  interview,	  it	  was	  well	  after	  5:00	  on	  a	  Friday	  night.	  Before	  we	  stepped	  out	  of	  his	  office,	  to	  punctuate	  his	  point	  about	  community,	  David	  bet	  me	  that	  when	  he	  opened	  his	  door,	  people	  in	  his	  department	  would	  still	  be	  there.	  	  He	  was	  right	  –	  as	  we	  walked	  down	  the	  hall,	  several	  people	  were	  still	  at	  their	  desks.	  	  I	  wondered	  how	  many	  other	  organizations	  were	  as	  vibrant	  as	  this	  one,	  instead	  of	  virtual	  ghost	  towns	  at	  the	  close	  of	  the	  business	  day.	  	   Relationships.	  	  Closely	  tied	  to	  the	  idea	  of	  community	  is	  the	  concept	  of	  relationships,	  which	  emerged	  as	  a	  subtheme	  as	  I	  read	  through	  the	  interviews.	  Like	  community,	  relationships	  also	  described	  the	  emotional	  ties	  people	  had	  to	  one	  another	  in	  the	  workplace.	  The	  relationships	  were	  both	  personal	  and	  professional.	  Several	  of	  the	  participants’	  stories	  provided	  profound	  and	  sometimes	  emotional	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examples	  of	  the	  value	  of	  relationships	  as	  it	  relates	  to	  immensely	  satisfying	  work.	  I	  highlighted	  three	  of	  their	  stories	  in	  the	  following	  section.	  	   When	  Paul	  first	  came	  to	  his	  organization,	  he	  discovered	  very	  quickly	  that	  many	  of	  his	  co-­‐workers	  did	  not	  have	  significant	  relationships	  with	  one	  another.	  As	  he	  met	  with	  people	  for	  the	  first	  time,	  he	  asked	  them	  to	  share	  a	  little	  bit	  about	  their	  lives.	  He	  was	  surprised	  to	  discover	  that	  even	  people	  who	  had	  worked	  together	  for	  a	  few	  years	  really	  did	  not	  know	  one	  another	  on	  a	  personal	  level.	  	  They’d	  had	  a	  manager	  before	  who	  was	  draconian	  or	  just	  was	  difficult	  to	  work	  with.	  And	  they	  all,	  they	  all	  just	  hunkered	  down	  at	  their	  desks	  and,	  you	  know,	  tried	  to	  get	  their	  work	  done	  and	  really	  didn’t	  associate	  much	  with	  each	  other.	  They	  were	  just	  trying	  (laugh)	  to	  stay	  out	  of	  trouble,	  I	  guess.	  	  Paul	  worked	  to	  change	  this,	  trying	  to	  cultivate	  relationships	  among	  people	  in	  the	  office.	  	  …you	  know,	  you	  spend	  more	  time	  with	  these	  people	  than	  you	  spend	  with	  your	  family.	  So…there	  has	  to	  be	  some	  personal	  level	  of	  knowledge	  of	  each	  other	  and	  appreciation	  of	  each	  other…we	  celebrate	  birthdays	  and	  when	  someone	  has	  a	  baby	  we	  make	  a	  big	  deal	  of	  it	  and…we	  go	  out	  to	  lunch	  a	  few	  times	  a	  year…	  	  	   Taking	  a	  look	  a	  Paul’s	  physical	  workspace,	  I	  better	  understood	  the	  value	  of	  relationships	  to	  him.	  Yet,	  I	  almost	  missed	  this	  opportunity.	  Prior	  to	  the	  interview,	  Paul	  told	  me	  we	  would	  be	  using	  a	  nearby	  conference	  room,	  saying	  his	  office	  was	  a	  mess.	  	  The	  conference	  room	  was	  occupied,	  so	  we	  ended	  up	  in	  his	  office	  anyway.	  Paul	  was	  right	  –	  his	  desk	  was	  cluttered,	  so	  strewn	  with	  papers	  and	  sticky	  notes	  that	  you	  could	  not	  see	  the	  surface.	  I	  joked	  with	  him	  that	  my	  desk	  looked	  the	  same	  way.	  	  Yet,	  in	  spite	  of	  the	  clutter,	  the	  office	  was	  as	  warm	  and	  inviting	  as	  he	  was.	  	  A	  long	  credenza	  in	  front	  of	  his	  window	  stretched	  the	  length	  of	  the	  room.	  Part	  of	  the	  space	  was	  filled	  with	  family	  photos	  of	  Paul	  and	  his	  wife,	  his	  grandchildren	  and	  his	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children.	  When	  I	  asked	  about	  the	  photos,	  Paul	  proudly	  went	  through	  them,	  telling	  me	  names,	  where	  they	  lived,	  their	  careers	  and	  a	  little	  about	  their	  lives.	  	  It	  was	  apparent	  that	  he	  was	  a	  proud	  and	  devoted	  father	  and	  grandfather.	  	  Michael’s	  office	  told	  much	  of	  the	  same	  story.	  A	  bookcase	  on	  the	  side	  of	  the	  room	  held	  family	  photographs	  –	  pictures	  of	  his	  wife	  and	  children.	  	  His	  walls	  contained	  artwork	  and	  more	  pictures	  of	  his	  family.	  The	  screensaver	  on	  his	  computer	  showed	  a	  photo	  of	  he	  and	  his	  mother,	  with	  several	  other	  people,	  I	  assumed	  family	  members.	  	  He	  was	  grinning	  in	  this	  photo	  and	  pointing	  to	  his	  t-­‐shirt	  that	  said,	  “Mom	  likes	  me	  best.”	  Near	  the	  end	  of	  our	  interview,	  as	  Michael	  talked	  about	  his	  relationships,	  he	  joked	  with	  me,	  “I	  hope	  I	  don’t	  cry!	  (laugh).”	  	  Yet,	  as	  we	  continued	  our	  conversation,	  and	  he	  shared	  how	  he	  sends	  his	  elderly	  mother	  a	  letter	  every	  day,	  and	  described	  the	  connection	  he	  has	  with	  his	  children,	  the	  emotions	  poured	  out	  of	  him.	   …my	  kids	  call	  me	  the,	  the	  Cream	  Puff	  because,	  you	  know…I	  cry	  a	  lot	  (cries).	  When	  my	  kindergarten	  daughter	  made	  her	  first	  basket	  (cries)	  (laugh),	  I	  cried!	  (laugh)	  And	  so,	  I	  think	  this	  all	  kind	  of	  equates	  to	  public	  relations.	  You	  know,	  I,	  think	  somebody	  that	  has	  an	  appreciation	  for,	  whether	  it’s	  family,	  whether	  it’s,	  whatever	  your	  life	  that	  you…have	  a	  true	  appreciation	  for,	  and	  want	  to	  relate	  and…make	  things	  better.	  You	  know,	  make	  our	  community	  better.	  	   The	  relationships	  Michael	  has	  cultivated	  personally	  and	  professionally	  are	  not	  surprising,	  given	  a	  story	  he	  shared	  early	  in	  our	  interview.	  Many	  years	  ago,	  Michael	  was	  seriously	  injured	  in	  an	  accident,	  leaving	  him	  unable	  to	  work	  for	  months.	  	  Throughout	  his	  ordeal,	  Michael	  never	  missed	  a	  paycheck;	  his	  employer	  even	  arranged	  for	  someone	  to	  take	  him	  home	  following	  his	  daily	  rehabilitation	  
	   74	  
sessions.	  The	  experience	  deepened	  his	  loyalty	  and	  the	  connections	  he	  had	  with	  the	  people	  in	  his	  workplace.	  	   	  David’s	  artifact	  also	  spoke	  to	  the	  idea	  of	  relationships.	  	  Years	  earlier,	  he	  worked	  extensively	  with	  a	  young	  woman	  on	  a	  public	  relations	  campaign.	  She	  had	  been	  diagnosed	  with	  cancer.	  	  At	  one	  point	  during	  their	  work	  together,	  she	  gave	  David	  a	  gift;	  a	  photograph	  she	  had	  taken	  with	  a	  baseball	  theme.	  The	  focal	  point	  of	  the	  photo	  was	  a	  catcher’s	  mitt,	  with	  a	  baseball	  in	  it.	  	  Underneath,	  in	  quotations,	  were	  the	  words	  “It’s	  how	  you	  play	  the	  game.”	  The	  photo	  still	  sits	  in	  his	  office	  today.	  And…that	  was	  just	  her	  way	  of	  saying,	  “Hey,	  I	  enjoy,	  I	  enjoyed	  working	  with	  you.”	  …	  a	  year	  or	  two	  later	  she	  probably	  died,	  but…	  (crying)	  I	  don’t	  know,	  it	  just…it	  meant	  something	  to	  me….she	  was	  a	  wonderful	  lady.	  (crying)…Just	  having	  a	  photo	  like	  that…to	  me,	  it’s	  got	  a	  great	  message.	  (crying)	  It,	  this	  is	  (clears	  throat),	  this	  whole	  game	  we’re	  playing	  here,	  it’s	  all	  about	  treating	  people	  well,	  treating	  them	  with	  respect,	  treating	  them	  with	  dignity	  and	  just	  making	  life	  fun.	  And	  I	  think	  that’s	  the	  relationship	  we	  had.	  We	  just	  respected	  each	  other.	  	  	  	  	   Fun.	  Fun	  emerged	  as	  a	  subtheme	  of	  community.	  	  Like	  the	  sub-­‐theme	  relationships,	  the	  construct	  of	  fun	  focused	  on	  the	  interpersonal	  or	  emotional	  connections	  people	  felt	  toward	  one	  another	  in	  the	  workplace.	  Participants	  who	  were	  immensely	  satisfied	  with	  their	  jobs	  turned	  their	  work	  into	  play.	  David	  recalled	  one	  instance	  when	  a	  fundraiser	  was	  organized	  in	  his	  workplace.	  	  David	  said,	  “…we	  quickly	  rallied	  the	  troops…”	  His	  organization	  decided	  to	  hold	  an	  athletic	  competition,	  uncertain	  how	  it	  would	  go	  over	  with	  everyone.	  The	  event	  took	  on	  a	  life	  of	  its	  own;	  some	  of	  the	  top	  leadership	  of	  the	  organization	  even	  took	  part.	  When	  it	  was	  all	  over,	  they	  had	  collected	  $7,500.	  David	  said	  roughly	  20	  of	  his	  co-­‐workers	  competed	  in	  the	  athletic	  competition	  and	  “…200	  people	  came	  and	  just	  watched	  them…and	  cheered	  them	  on.”	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Michael	  suggested	  in	  his	  public	  relations	  role,	  he	  serves	  as	  one	  of	  the	  cheerleaders	  in	  his	  company,	  spreading	  the	  good	  news,	  which	  he	  enjoys.	  “I	  tell	  people,	  “If	  you	  have	  to	  have	  a	  job,	  if	  you	  didn’t	  hit	  the	  lotto,	  if	  you’re	  not	  independently	  wealthy,	  this	  is	  a	  great	  job	  to	  have	  because	  it’s,	  it’s	  fun.”	  Joy	  also	  commented,	  “…it’s	  fun	  to	  work	  here…”	  	  	   Participants	  also	  found	  their	  work	  satisfying	  because	  of	  the	  positive	  attitude	  among	  their	  co-­‐workers.	  Jill	  suggested,	  You	  know,	  my	  personal	  philosophy	  is,	  if	  I’m	  not	  having	  a	  good	  time,	  I	  probably	  won’t	  stay.	  I	  think	  it’s	  really	  important	  that—and	  this	  is	  just	  me—but	  I	  have	  to	  have	  a	  good	  time.	  I	  have	  to	  like	  the	  team	  I’m	  working	  with,	  and	  we	  have	  to	  have	  fun….we	  work	  extremely	  hard.	  But	  I	  also	  think	  we	  have	  a	  really	  good	  time,	  and	  we	  have	  great	  camaraderie	  wrapped	  around	  that.	  Because	  when	  you’re	  having	  a	  good	  time,	  it	  doesn’t	  feel	  like	  you’re	  working	  as	  hard	  as	  you,	  you	  are.	  	   	  Heather	  said	  the	  quality	  people	  she	  works	  with	  contributes	  to	  a	  fun	  environment	  “…I	  spend	  a	  lot	  of	  time	  at	  work	  and	  I	  don’t	  want	  it	  to	  be	  drudgery.	  I	  want	  it	  to	  be	  fun.”	  Yet,	  she	  clarifies	  that	  having	  fun	  does	  not	  mean	  a	  disregard	  for	  professionalism	  	  “…it’s	  not	  like	  I	  feel	  like	  I	  need	  to	  come	  in	  here	  wearing	  a,	  a	  rubber	  nose	  and	  funny	  shoes	  or	  anything	  like	  that….”	  Paul	  said	  it	  is	  important	  for	  him	  to	  bring	  a	  sense	  of	  humor	  to	  the	  office.	  	  “We	  laugh	  a	  lot	  here.”	  	  He	  said	  lightness	  in	  the	  workplace	  is	  beneficial	  even	  on	  those	  days	  when	  they	  are	  dealing	  with	  more	  serious	  subjects.	  “So	  that’s	  important	  to	  me.	  I	  want	  to	  have	  an	  environment	  where	  people	  feel	  they	  can	  laugh,	  feel	  they	  can	  have	  a	  good	  time….You	  have	  to	  work	  very	  hard.	  I	  mean,	  that’s	  a	  given,	  but	  you	  also	  need	  to	  have	  a	  little	  lightness	  in	  life…”	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Table	  9	  shows	  the	  participant	  theme	  community,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	  
Table	  9	  
Theme:	  Community	  
Theme	   	   	   	   Significant	  statements	  related	  to	  the	  theme	  
Community	   	  …we	  celebrate	  birthdays	  and	  when	  someone	  has	  a	  baby	  we	  make	  a	  big	  deal	  of	  it	  and…we	  go	  out	  to	  lunch	  a	  few	  times	  a	  year…	  	   	  “…I	  think	  that	  you	  really,	  need	  to	  find	  a	  place	  that	  you	  fit	  in…”	  	  “We’ll	  go…	  grab	  coffee	  as	  a	  team	  and	  just	  take	  some	  time	  out	  for	  a	  minute.”	  	  “…people	  get	  together	  here	  outside	  of	  work,	  you	  know,	  we’ll	  catch	  a	  drink	  on	  a	  Friday	  night…”	  	  “…you	  know	  you’re	  a	  square	  peg	  in	  a	  square	  hole….you	  fit	  right	  in…”	  	  
Teamwork	  
	   Just	  as	  participants	  felt	  strongly	  about	  working	  in	  an	  environment	  where	  they	  felt	  part	  of	  a	  community,	  the	  public	  relations	  practitioners	  I	  interviewed	  also	  wanted	  to	  collaborate	  with	  a	  team.	  	  Unlike	  the	  theme	  community,	  which	  deals	  with	  the	  emotional	  or	  feeling	  side	  of	  a	  work	  environment,	  teamwork	  entails	  the	  functional	  side	  of	  a	  workplace;	  the	  ability	  to	  effectively	  engage	  with	  colleagues	  to	  finish	  tasks	  in	  the	  most	  productive	  way	  possible.	  	  Teamwork	  is	  the	  thinking	  side	  of	  community.	  	  Michael	  suggested	  in	  his	  organization,	  most	  people	  see	  the	  big	  picture	  on	  what	  needs	  to	  be	  accomplished	  to	  make	  the	  company	  successful	  “there’s	  a	  real	  culture	  here	  of	  everybody	  as	  a	  team.	  And	  it’s	  a	  great	  relationship….we’re	  here	  to	  support	  each	  other.”	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Susan	  said	  she	  typically	  does	  not	  care	  to	  write	  something	  in	  a	  group	  setting	  –	  she	  would	  prefer	  to	  do	  it	  alone.	  	  However,	  a	  number	  of	  times,	  she	  admits	  being	  “pleasantly	  surprised”	  when	  working	  on	  a	  writing	  project	  with	  other	  members	  of	  her	  organization.	  She	  said	  it	  has	  helped	  some	  of	  her	  teammates	  better	  understand	  the	  role	  she	  plays.	  “I’ve	  had	  good	  experiences	  with	  the	  collaboration….Maybe	  it’s	  because	  they	  were	  desperate	  (laugh).	  Maybe…they	  realized	  that	  they	  need	  help	  and	  they	  can’t	  get	  there	  alone.	  And	  you	  know,	  we’ve	  all	  been	  there.”	  Yet,	  Joy	  said	  she	  very	  much	  enjoys	  the	  collaborative	  process	  that	  takes	  place	  where	  she	  works.	  	  She	  appreciates	  being	  able	  to	  bounce	  ideas	  off	  her	  co-­‐workers	  and	  that	  they	  can	  offer	  one	  another	  a	  fresh	  perspective.	  “I	  feel	  like	  my	  colleagues	  are	  there	  to	  support	  me,	  and	  I’m	  there	  to	  support	  them.	  And	  so,	  I	  feel	  like	  I’m	  never	  in	  a	  situation	  where	  I’m	  trying	  to	  handle	  something	  alone.”	  	  In	  her	  public	  relations	  role,	  Jill	  suggested	  she	  tries	  to	  invest	  people	  in	  the	  organization	  wherever	  she	  can,	  even	  if	  it	  is	  helping	  to	  make	  a	  decision	  about	  the	  look	  and	  functionality	  of	  the	  company	  website.	  	  	  	  	  I	  don’t	  even	  know	  how	  to	  put	  it	  into	  words	  without	  it	  sounding	  cliché,	  but	  it’s	  really	  important	  that	  people	  are	  comfortable	  on	  that	  team,	  they	  feel	  a	  part	  of	  that	  team,	  that	  they	  know	  that	  what	  they’re	  contributing	  is	  important	  and	  of	  value,	  and	  that	  they	  are	  comfortable	  with	  putting	  new	  ideas	  and	  that	  sort	  on	  the	  table.	  I	  just	  think…it’s	  key.	  And	  if	  a	  team	  doesn’t	  have	  that…I	  don’t	  think	  you	  can	  build	  very	  much.	  	  	   Several	  of	  the	  participants	  talked	  about	  how	  the	  word	  “team”	  meant	  just	  that	  –	  everybody	  coming	  to	  together	  to	  get	  the	  job	  done,	  regardless	  of	  the	  task	  or	  their	  role	  within	  the	  organization.	  “Push	  up	  the	  sleeves,	  let’s	  get	  this	  done,”	  was	  Heather’s	  attitude.	  	  Paul	  agreed,	  “I	  want	  people	  around	  me	  who	  are	  willing	  to	  drop	  what	  they’re	  doing….I	  want	  all	  hands	  on	  deck	  and	  no	  one	  saying,	  ‘Well,	  you	  know,	  this	  is	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not	  my	  job.’”	  Paul	  feels	  fortunate	  to	  have	  always	  worked	  around	  people	  who	  had	  a	  real	  sense	  of	  commitment	  to	  the	  team	  and	  were	  not	  just	  interested	  in	  getting	  ahead.	  He	  stated,	  “…those	  are	  the	  kind	  of	  people	  I	  really	  enjoy	  working	  with.”	  David	  also	  suggested	  he	  works	  with	  people	  who	  have	  the	  attitude	  of	  “we’re	  all	  in	  this	  together,”	  instead	  of	  those	  who	  are	  just	  out	  for	  themselves	  “…there	  is	  an	  intangible	  that,	  I	  think	  is	  so	  critical	  to	  liking	  what	  you	  do.	  And	  to	  me,	  it’s	  that	  whole	  concept	  of	  team	  and	  teamwork…	  And	  I	  guess	  that’s…one	  of	  the	  things	  I	  love	  about	  this	  place	  is	  just,	  I	  think	  we	  do	  have	  a	  team	  here.”	  During	  our	  interview,	  Lisa	  recalled	  a	  time	  where	  her	  company	  needed	  to	  complete	  a	  job	  quickly	  for	  a	  client.	  	  Everyone	  pitched	  in	  to	  help	  finish	  the	  work	  on	  time.	  She	  believes	  that	  each	  one	  of	  her	  colleagues	  adds	  value	  in	  their	  role.	  “There’s	  no…one	  person	  more	  important	  than	  the	  other	  to	  the	  end	  game,	  you	  know.	  We	  can’t	  do	  everything	  by	  ourselves.	  And	  I	  think	  that	  when	  you	  have	  that…it	  means	  that	  you’re	  going	  to	  have	  a	  good	  work	  environment.”	  Steve	  echoed	  her	  remarks	  when	  he	  commented,	  “We	  all	  play	  a	  role.”	  Several	  of	  the	  participants	  suggested	  that	  a	  team	  could	  still	  be	  strong	  and	  close,	  even	  if	  it	  was	  made	  up	  of	  a	  diverse	  mix	  of	  people.	  	  Peter	  said,	  “…a	  lot	  of	  the	  people	  on	  my	  team	  these	  days	  are	  completely	  different	  than	  I	  am,	  which	  I	  think	  is	  great.”	  	  He	  said	  in	  spite	  of	  their	  different	  backgrounds,	  his	  colleagues	  work	  well	  together.	  	  Jill	  also	  recalled	  an	  event	  at	  her	  organization,	  in	  which	  a	  diverse	  group	  of	  people	  came	  together	  to	  support	  the	  same	  cause.	  	  And	  I	  just	  remember…looking	  around	  at	  everyone	  with	  this	  really	  satisfying	  look	  on	  all	  of	  our	  faces	  at	  what	  had	  been	  done.	  And,	  it	  wasn’t	  about	  a	  particular	  race.	  It	  wasn’t	  about	  somebody’s	  financial	  standing.	  It	  was	  as	  if	  we	  had	  a	  big	  potluck,	  and	  everybody	  brought	  something	  to	  the	  table.	  You	  know,	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whatever	  their	  skill,	  whatever	  their	  talent,	  whatever	  their	  particular	  resource	  was.	  Everyone	  brought	  that	  to	  the	  table.	  	  Table	  10	  shows	  the	  participant	  theme	  teamwork,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	  
Table	  10	  
Theme:	  Teamwork	  	  
Theme	   	   	   	   Significant	  statements	  related	  to	  the	  theme	  
Teamwork	   	  “it’s	  really	  important	  that	  people	  are	  comfortable	  on	  that	  team,	  they	  feel	  a	  part	  of	  that	  team,	  that	  they	  know	  that	  what	  they’re	  contributing	  is	  important…”	  	  “I	  feel	  like	  my	  colleagues	  are	  there	  to	  support	  me,	  and	  I’m	  there	  to	  support	  them.”	  	  “…I	  guess	  that’s…	  one	  of	  the	  things	  I	  love	  about	  this	  place	  is	  just,	  I	  think	  we	  do	  have	  a	  team	  here.”	  	  “there’s	  a	  real	  culture	  here	  of	  everybody	  as	  a	  team.”	  	  
Autonomy	  Paul	  observed,	  “I	  think	  that’s	  really	  important	  that	  you	  let	  people…have	  the	  reign…and	  see	  what	  they	  can	  do.”	  For	  many	  of	  the	  participants,	  the	  concept	  of	  autonomy,	  that	  freedom	  or	  independence	  to	  manage	  one’s	  own	  work,	  was	  a	  construct	  that	  contributed	  to	  immensely	  satisfying	  work.	  During	  our	  interviews,	  participants	  shared	  those	  times,	  not	  only	  when	  they	  have	  enjoyed	  autonomy	  in	  their	  work	  roles,	  but	  also	  situations	  in	  which	  they	  were	  micromanaged,	  and	  how	  it	  impacted	  their	  satisfaction	  and	  productivity.	  	  Paul	  said	  he	  has	  been	  in	  an	  enviable	  position	  in	  his	  last	  few	  jobs	  to	  work	  for	  leaders	  who	  have	  given	  him	  the	  ability	  to	  make	  decisions	  without	  approving	  everything	  he	  did.	  	  By	  giving	  Paul	  the	  permission	  to	  experiment	  and	  try	  new	  things,	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these	  leaders	  indicated	  to	  him	  “…we’ll	  support	  you	  in	  what	  you	  want	  to	  do	  here.	  And	  if,	  if	  you	  stub	  your	  toe,	  it’s	  not	  the	  end	  of	  the	  world…”	  Paul	  suggested	  this	  autonomy	  has	  given	  him	  the	  freedom	  to	  be	  innovative	  in	  his	  various	  roles.	  	  Yet,	  in	  his	  own	  role	  as	  a	  supervisor,	  he	  laughs	  as	  he	  admits,	  	  	  I	  have	  to	  work	  at	  that	  a	  little	  bit	  because	  I’m	  a	  control	  person	  (laugh),	  by	  nature	  I	  think.	  But	  I’ve	  had	  to	  learn	  over	  the	  years	  that	  you	  really	  have	  to	  let	  go.	  You	  have	  to	  delegate.	  You	  have	  to	  give	  a	  project	  to	  someone	  and	  say,	  you	  know,	  “Go	  with	  it.	  You	  know…go	  with	  it	  and,	  and	  do	  the	  best	  you	  can	  and,	  and	  I	  have	  the	  faith	  in	  you	  that	  you	  can	  do	  that.”	  And	  people	  have	  said	  that	  to	  me	  and,	  that	  gives	  you	  a	  lot	  of	  motivation.	  It	  also	  makes	  you	  feel	  accountable,	  which	  is	  important	  too.	  	   Heather	  agreed.	  She	  needed	  to	  work	  for	  an	  organization	  where	  she	  was	  given	  autonomy	  to	  manage	  her	  own	  workload,	  saying	  it	  gives	  her	  the	  confidence	  in	  her	  abilities	  on	  the	  job	  and	  sparks	  her	  creativity,	  “ultimately,	  it	  just,	  it	  comes	  down	  to,	  I	  don’t	  have	  anyone	  directing	  my	  day.”	  	  Heather	  said	  her	  bosses	  are	  very	  comfortable	  with	  her	  and	  know	  they	  can	  rely	  on	  her	  to	  complete	  her	  work.	  Having	  the	  ability	  to	  manage	  tasks	  as	  she	  sees	  fit	  allows	  Heather	  to	  complete	  a	  heavy	  workload	  without	  the	  added	  stress	  of	  someone	  standing	  over	  her	  shoulder,	  dictating	  what	  she	  should	  do.	  	   Peter	  said	  his	  boss	  is	  a	  hands-­‐off	  manager,	  but	  is	  available	  as	  a	  resource	  to	  him	  whenever	  he	  needs	  it.	  Peter	  tries	  to	  create	  the	  same	  autonomous	  environment	  within	  the	  team	  of	  employees	  he	  supervises.	  Michael	  used	  a	  football	  analogy	  to	  describe	  the	  freedom	  he	  enjoys	  at	  work.	  …they’re	  putting	  you	  in	  there…“OK,	  we’re	  putting	  you	  in	  the	  game.	  We’re	  going	  to	  let	  you	  call	  your	  own	  plays.	  But,	  if	  you	  need	  help	  or	  if	  you	  want	  to	  talk	  about	  a	  long	  third-­‐down	  situation,	  you	  know,	  I’m	  here.	  And	  I	  can	  help	  you	  out.”	  And	  maybe	  they’ll	  call	  a	  time-­‐out	  and	  say,	  “OK,	  we	  need	  to	  talk.”	  But,	  it’s	  never	  in	  a,	  “You	  don’t	  know	  what	  you’re	  doing,	  I	  don’t	  have	  faith	  in	  you”…it’s	  more	  of	  like,	  “I’m	  a	  coach,	  I’m	  a	  resource…”	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   Katherine	  suggested	  among	  the	  reasons	  she	  enjoys	  working	  at	  her	  company	  is	  because	  her	  boss	  essentially	  says	  to	  her,	  “’You’re	  the	  expert,’	  and	  he	  lets	  us	  do	  our	  job.”	  Katherine	  shared	  that	  her	  boss	  allowed	  employees	  the	  freedom	  to	  be	  innovative	  and	  to	  research	  new	  ideas	  that	  might	  benefit	  the	  company,	  even	  if	  that	  research	  did	  not	  fall	  within	  their	  specific	  work	  assignment.	  	  This	  leader	  even	  provided	  additional	  funding	  for	  those	  ideas	  that	  positively	  impacted	  the	  organization.	  	  “And	  as	  long	  as	  I	  can	  justify	  to	  him	  that,	  there’s	  either	  going	  be	  a	  financial	  return	  or	  a	  return	  in	  terms	  of	  employee	  satisfaction	  or	  customer	  satisfaction,	  he	  just	  lets	  us	  go.”	  	  During	  our	  conversation	  together,	  David	  shared	  that	  he	  has	  enjoyed	  autonomy	  in	  many	  of	  the	  jobs	  he	  has	  held	  throughout	  his	  career,	  including	  his	  current	  position.	  	  He	  acknowledged	  being	  fortunate	  at	  having	  supervisors,	  who	  had	  confidence	  in	  his	  abilities,	  did	  not	  constantly	  question	  or	  criticize	  him,	  and	  “…basically	  left	  me	  alone.”	  	  David	  also	  admitted	  he	  would	  not	  enjoy	  working	  in	  an	  environment	  where	  he	  was	  micromanaged.	  “I	  hate	  having	  that	  whole…feeling	  of	  somebody	  breathing	  down	  your	  neck	  always	  telling	  (you)	  what	  to	  do	  and	  not	  trusting	  you	  enough	  to	  let	  you	  run	  with	  something.”	  A	  few	  participants	  shared	  stories	  about	  times	  when	  they	  did	  not	  enjoy	  an	  autonomous	  working	  relationship	  within	  their	  organization.	  	  Joy	  described	  one	  of	  her	  earlier	  work	  experiences	  where	  she	  had	  a	  boss	  who	  was	  moody	  and	  unpredictable	  “…has	  no	  interest	  in	  your	  work	  and	  then	  all	  of	  a	  sudden	  tries	  to	  micromanage	  your	  work,	  and	  there’s	  no	  balance	  there.	  And	  that…diminishes	  your	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sense	  of	  (laugh)	  immensely	  satisfying	  work.”	  	  Michael	  also	  shared	  a	  similar	  story,	  “…let	  me	  go	  back	  many,	  many	  moons	  ago…I	  had	  a	  boss	  that	  was	  not	  a	  good	  match	  for	  me—very	  micromanager,	  overseeing	  everything	  I	  did.	  You	  know,	  if	  I	  spent	  an	  extra	  minute	  in	  the	  bathroom,	  he	  kind	  of	  looked	  at	  me	  like,	  ‘Where	  have	  you	  been?’”	  	  Steve	  told	  me	  he	  once	  had	  a	  boss	  who	  was	  such	  an	  extreme	  micromanager,	  he	  hired	  an	  outside	  agency	  to	  rewrite	  nearly	  every	  one	  of	  Steve’s	  news	  releases	  before	  it	  went	  to	  the	  media	  “…then	  we’d	  release	  it…and	  (laugh)…the	  reporter	  had	  rewritten…the…piece	  into	  what	  I	  had	  done.”	  Steve	  said	  the	  experience	  left	  its	  mark	  and	  he	  eventually	  left	  the	  company.	  	  	  And	  so,	  it	  was	  frustrating	  to	  me,	  and	  maybe	  I	  take	  it	  too	  personally	  sometimes.	  But	  to	  me	  it	  was	  like,	  “You	  don’t	  trust	  that…my	  level	  of	  experience	  or	  interaction	  with	  reporters	  is	  adequate	  enough	  that	  you	  can	  say,	  ‘OK,	  Steve	  hammered	  out	  a	  news	  release.	  This	  is	  good.	  This	  is	  good	  enough	  for	  us	  to	  go	  with…’”	  	   Heather	  observed	  that	  public	  relations	  practitioners	  desire	  for	  autonomy	  might	  stem	  from	  their	  previous	  work	  as	  journalists.	  “I’m	  really	  a	  self-­‐starter.	  I	  think	  most	  PR	  people	  are.	  You	  know,	  I	  had	  to	  be,	  working	  for	  news	  for	  a	  long	  time…”	  Table	  11	  shows	  the	  participant	  theme	  autonomy,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	  
Table	  11	  
Theme:	  Autonomy	  	  
Theme	   	   	   	   Significant	  statements	  related	  to	  the	  theme	  
Autonomy	   	  “I	  think	  that’s	  really	  important	  that	  you	  let	  people…have	  the	  reign…and	  see	  what	  they	  can	  do.”	  	  “…he	  lets	  us	  do	  our	  job.”	  	  “I	  hate	  having	  that	  whole…feeling	  of	  somebody	  breathing	  down	  your	  neck	  always	  telling	  me	  what	  to	  do	  and	  not	  trusting	  you	  enough	  to	  let	  you	  run	  with	  something.”	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  “ultimately,	  it	  just,	  it	  comes	  down	  to,	  I	  don’t	  have	  anyone	  directing	  my	  day.”	  	  
Personal	  Growth	  	   The	  majority	  of	  the	  participants	  interviewed	  for	  this	  study	  cited	  the	  concept	  of	  personal	  growth	  as	  something	  that	  made	  their	  jobs	  immensely	  satisfying.	  	  They	  discussed	  personal	  growth	  in	  two	  subthemes:	  learning	  new	  things	  on	  the	  job	  and	  job	  variety.	  Specifically	  participants	  talked	  about	  how	  they	  were	  constantly	  learning	  in	  their	  work	  environment	  and	  how	  their	  jobs	  seemed	  to	  offer	  them	  a	  variety	  of	  tasks	  to	  complete	  each	  day.	  Participants	  who	  experienced	  immensely	  satisfying	  work	  commented	  on	  the	  way	  their	  jobs	  gave	  them	  a	  sense	  of	  renewal	  in	  what	  they	  were	  doing.	  	  Nine	  of	  the	  12	  participants	  came	  into	  public	  relations	  by	  way	  of	  journalism,	  just	  as	  I	  had.	  	  As	  a	  journalist,	  you	  are	  often	  a	  generalist;	  you	  may	  be	  assigned	  a	  particular	  “beat,”	  such	  as	  education,	  politics,	  medicine,	  business,	  or	  the	  courts.	  	  However,	  on	  any	  given	  day,	  you	  may	  be	  covering	  a	  variety	  of	  topics	  –	  one	  day	  interviewing	  police	  at	  a	  crime	  scene,	  the	  next	  day	  talking	  to	  a	  local	  school	  teacher,	  the	  day	  after	  that,	  interviewing	  an	  actor	  or	  a	  politician.	  	  Not	  knowing	  from	  day	  to	  day	  what	  you	  were	  going	  to	  cover	  kept	  you	  on	  your	  toes,	  which	  is	  what	  I	  enjoyed	  about	  the	  profession	  when	  I	  was	  in	  it.	  	  These	  participants	  suggested	  public	  relations	  offered	  them	  much	  of	  the	  same	  –	  one	  day	  they	  may	  be	  planning	  an	  event	  or	  another	  day	  writing	  a	  news	  release	  or	  an	  article	  for	  a	  company	  newsletter,	  or	  sometimes	  doing	  all	  these	  things	  simultaneously.	  	  They	  also	  discussed	  continuously	  learning	  in	  their	  roles	  as	  a	  way	  to	  keep	  them	  fresh	  and	  up	  to	  date	  with	  the	  latest	  public	  relations	  strategies	  and	  techniques.	  
	   84	  
Learning	  new	  things	  on	  the	  job.	  	  Participants	  described	  how	  they	  enjoyed	  learning	  new	  things	  on	  the	  jobs,	  which	  was	  one	  of	  the	  sub-­‐themes	  that	  emerged	  from	  the	  theme	  personal	  growth.	  Katherine	  offered	  “…I	  think	  another	  thing	  that	  really	  contributes	  to	  the	  satisfaction	  is	  whether	  you’re	  continually	  letting	  people	  advance	  in	  their	  positions.	  I’m	  not	  talking	  about	  making	  somebody	  a	  junior	  to	  a	  senior,	  but	  giving	  them	  more	  responsibility,	  letting	  them	  grow.”	  She	  said	  the	  leader	  of	  her	  organization	  routinely	  allows	  people	  to	  research	  and	  try	  out	  new	  ideas,	  even	  if	  those	  ideas	  do	  not	  necessarily	  fall	  under	  the	  purview	  of	  their	  work	  responsibilities.	  	  She	  said	  at	  her	  office,	  employees	  are	  also	  encouraged	  to	  be	  involved	  in	  professional	  organization	  where	  they	  have	  access	  to	  the	  latest	  information	  to	  make	  them	  more	  effective	  at	  their	  jobs.	  She	  said	  this	  reflects	  a	  culture	  of	  a	  company	  not	  pigeonholing	  employees	  in	  certain	  tasks,	  but	  allowing	  their	  employees	  to	  learn	  and	  grow.	  	  Several	  participants	  mentioned	  the	  value	  of	  professional	  development	  in	  helping	  them	  grow	  on	  the	  job,	  including	  Susan.	  	  Through	  the	  local	  chapter	  of	  the	  Public	  Relations	  Society	  of	  America,	  she	  becomes	  educated	  about	  the	  latest	  developments	  in	  public	  relations,	  such	  as	  social	  media.	  	  “I	  think	  the	  learning	  experience	  is	  important,	  because	  there	  are	  things	  I’d	  probably	  do	  differently	  now	  than	  I	  did	  when	  I	  started	  simply	  because	  I	  was	  kind	  of	  flying	  blind	  when	  I	  first	  went	  into	  public	  relations.”	  	   Steve	  admitted	  getting	  excited	  about	  having	  access	  to	  information	  before	  it	  is	  widely	  disseminated	  –	  what	  he	  calls	  the	  “discovery	  process.”	  	  At	  several	  points	  during	  his	  public	  relations	  career,	  he	  has	  been	  responsible	  for	  taking	  the	  lead	  role	  in	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various	  initiatives,	  such	  as	  organizing	  a	  news	  conference	  following	  a	  crisis	  situation.	  “…It	  was	  a	  huge	  learning	  experience.”	  	  	   Throughout	  her	  career,	  Joy	  said	  various	  public	  relations	  jobs	  offered	  her	  the	  opportunity	  to	  learn	  new	  things.	  	  She	  suggested	  that	  she	  loves	  the	  opportunity	  to	  grow	  and	  expand	  her	  skills.	  	  	  	  …this	  job	  (laugh)	  gives	  you	  the	  opportunity	  for	  constant	  learning.	  Every	  time	  a	  reporter	  asks	  you	  a	  question,	  I’ve	  got	  to	  research	  what	  the	  answer	  is,	  unless	  it’s	  something	  I’ve	  dealt	  with	  before.	  And	  I	  found	  that	  terrifying	  during	  the	  first	  year…but,	  in	  the	  long	  run,	  I	  have	  enjoyed	  that	  because…it	  offers	  you	  a	  chance	  to	  continually	  find	  out	  things,	  learn	  more,	  become	  more	  familiar	  with	  different	  topics	  and…as	  they	  say,	  we’re	  a	  mile	  wide	  and	  an	  inch	  deep,	  but	  that’s	  not	  necessarily	  a	  bad	  thing.	  If	  you	  feel	  like	  that,	  you	  have	  the	  opportunity	  to	  know	  a	  little	  bit	  about	  an	  extraordinary	  wide	  range	  of	  topics…it	  makes	  life	  pretty	  interesting.	  	   	  Heather	  suggested	  that	  just	  like	  in	  the	  news	  businesses,	  the	  public	  relations	  jobs	  she	  has	  held	  have	  given	  her	  the	  challenge	  she	  craves.	  “…there	  are	  puzzles	  to	  be	  solved,	  there’s	  solutions	  to	  be	  found,	  and…I	  have	  the	  tools	  that	  I	  need…the	  experience,	  the	  background,	  the	  knowledge…to	  be	  able	  to	  find	  those	  answers.”	  Lisa	  said	  she	  is	  also	  constantly	  learning	  on	  the	  job.	  Since	  she	  works	  with	  such	  a	  wide	  variety	  of	  clients,	  she	  tries	  to	  learn	  as	  much	  as	  she	  can	  about	  the	  individual	  organizations,	  in	  order	  to	  be	  knowledgeable	  about	  each	  one	  of	  them,	  to	  do	  the	  best	  job	  for	  them.	  	  
Job	  variety.	  The	  concept	  of	  job	  variety	  was	  a	  second	  sub-­‐theme	  under	  the	  theme	  of	  personal	  growth.	  Participants	  in	  this	  study	  acknowledged	  that	  job	  variety	  enabled	  them	  to	  be	  immensely	  satisfied	  in	  the	  work	  they	  do.	  Peter	  suggested	  he	  gets	  bored	  easily	  when	  he	  has	  to	  do	  the	  same	  tasks	  repeatedly.	  	  During	  several	  points	  in	  his	  career,	  when	  he	  felt	  his	  job	  lacked	  variety	  and	  the	  tasks	  were	  mundane,	  he	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wondered	  if	  he	  needed	  to	  look	  elsewhere	  for	  something	  that	  offered	  him	  more	  challenge.	  “But	  every	  time	  (snaps	  fingers)	  it	  was	  like	  (snaps	  fingers),	  OK,	  something	  else	  came	  my	  way.”	  He	  said	  both	  he	  and	  his	  team	  members	  thrive	  on	  this	  job	  variety.	  Lisa	  said	  diversity	  is	  the	  key	  to	  her	  feeling	  that	  work	  is	  immensely	  satisfying.	  	  She	  said	  it	  hearkened	  back	  to	  her	  days	  as	  a	  journalist	  when	  she	  covered	  a	  different	  story	  every	  day.	  During	  a	  stint	  in	  a	  corporate	  communication,	  she	  found	  the	  lack	  of	  variety	  unappealing.	  	  Now	  Lisa	  works	  with	  a	  number	  of	  different	  clients.	  So…with	  all	  of	  those	  different	  groups,	  it’s	  fairly	  easy,	  if	  you	  get	  a	  little	  bored	  with	  one,	  you	  go,	  “Well,	  maybe	  I’ll	  work	  on	  something	  else.	  Maybe	  it’ll	  stimulate	  me,	  and	  then	  it’ll	  give	  me	  an	  idea	  and	  I’ll	  come	  back	  to	  this	  other	  one	  because	  I’m	  kind	  of	  fading	  on	  that	  idea.”	  And	  I	  think	  that…helps.	  	   Joy	  also	  said	  her	  days	  as	  a	  journalist	  prepared	  her	  for	  job	  variety,	  which	  is	  something	  she	  now	  needs	  in	  her	  public	  relations	  role.	  It’s	  something	  that	  is	  different	  every	  day,	  which	  is	  what	  I	  really	  liked	  about	  being	  a	  reporter.	  You	  never	  knew	  what	  you	  were	  going	  to	  face	  when	  you	  showed	  up	  in	  the	  newsroom.	  And	  I	  think	  this	  role	  is	  satisfying	  for	  the	  same	  reason…knowing	  that	  every	  day	  is	  different,	  and	  the	  technology	  has	  changed.	  And	  you	  constantly	  have	  to	  reinvent	  what	  you’re	  doing	  and	  look	  at	  it	  with	  fresh	  eyes.	  And	  so,	  it	  doesn’t	  get	  old.	  	  	  In	  much	  of	  the	  same	  way,	  one	  of	  the	  public	  relations	  positions	  Steve	  held	  required	  him	  to	  be	  knowledgeable	  about	  a	  completely	  different	  topic	  every	  few	  months.	  “And	  then,	  it’s	  kind	  of	  like	  the	  cliff	  effect.	  And	  then	  you’re	  done.	  And	  then	  you	  move	  on	  to	  something	  else.”	  As	  a	  physical	  depiction	  of	  job	  variety,	  Heather	  showed	  me	  one	  of	  her	  artifacts,	  a	  DVD	  case	  that	  represented	  her	  creative	  side	  and	  her	  love	  of	  storytelling	  through	  the	  use	  of	  video.	  	  As	  a	  young	  journalist,	  Heather	  would	  log	  video,	  write	  copy	  and	  sit	  in	  an	  edit	  booth	  for	  hours,	  putting	  different	  stories	  together,	  “…it	  was	  just	  a	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blast.	  I	  remember	  thinking	  (laugh),	  ‘I	  can’t	  believe	  I’m	  getting	  paid	  for	  this!	  This	  is	  so	  cool!’”	  In	  her	  current	  role	  as	  a	  public	  relations	  practitioner,	  this	  job	  variety	  has	  once	  again	  emerged	  “…no	  day	  is	  ever	  the	  same.”	  	  She	  said	  from	  event	  planning	  to	  working	  with	  the	  media,	  to	  planning	  advertising	  strategies	  it’s,	  “…just	  a	  wide	  breadth	  of	  stuff,	  which	  is,	  to	  me,	  has	  always	  been	  one	  of	  the	  crucial	  parts…to	  make	  my	  job	  immensely	  satisfying.”	  	  	  Table	  12	  shows	  the	  participant	  theme	  personal	  growth,	  and	  a	  sample	  of	  significant	  statements	  related	  to	  the	  theme.	  
Table	  12	  
Theme:	  Personal	  Growth	  	  
Theme	   	   	   	   Significant	  statements	  related	  to	  the	  theme	  
Personal	  Growth	   	  “…no	  day	  is	  ever	  the	  same.”	  	  “…I	  think	  another	  thing	  that	  really	  contributes	  to	  the	  satisfaction	  is	  whether	  you’re	  continually	  letting	  people	  advance	  in	  their	  positions.”	  	  “I	  think	  the	  learning	  experience	  is	  important...”	  	  …this	  job	  (laugh)	  gives	  you	  the	  opportunity	  for	  constant	  learning.”	  	  
Summary	  
	   Public	  relations	  practitioners	  who	  took	  part	  in	  this	  study	  suggested	  that	  immensely	  satisfying	  work	  consisted	  of	  the	  following	  themes:	  Leader	  Sets	  the	  Tone,	  Making	  a	  Difference,	  Trust/Respect,	  Recognition,	  Community,	  Teamwork,	  Autonomy	  and	  Personal	  Growth.	  A	  phenomenological	  study	  ends	  with	  the	  researcher	  crafting	  a	  composite	  textural	  and	  structural	  description	  of	  participants,	  then	  merging	  those	  descriptions	  to	  form	  the	  essence	  or	  the	  essential,	  invariant	  structure	  of	  the	  phenomenon	  (Creswell,	  2007;	  Moustakas,	  1994).	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Textural	  Description	  	  Creswell	  (2007)	  said	  the	  textural	  description	  involves	  a	  discussion	  of	  “what”	  the	  study	  participants	  experienced.	  	  Public	  relations	  practitioners	  in	  this	  study	  experienced	  immensely	  satisfying	  work	  in	  a	  variety	  of	  ways.	  	  One	  of	  those	  ways	  was	  in	  the	  connections	  to	  others,	  whether	  it	  was	  personal	  or	  professional,	  whether	  it	  was	  colleagues	  or	  people	  with	  whom	  they	  had	  a	  peripheral	  connection,	  such	  as	  David’s	  relationship	  to	  the	  young	  woman	  with	  cancer.	  Participants	  enjoyed	  these	  connections.	  It	  made	  their	  jobs	  easier;	  it	  made	  the	  workday	  more	  fun.	  	  They	  experienced	  immensely	  satisfying	  work	  with	  leaders	  or	  coworkers	  who	  respected	  and	  trusted	  them,	  listened	  to	  what	  they	  had	  to	  say,	  and	  valued	  their	  input.	  These	  practitioners	  were	  “at	  the	  table”	  when	  their	  organization	  made	  decisions	  that	  impacted	  communications.	  Participants	  also	  experienced	  immense	  satisfaction	  that	  came	  from	  personal	  recognition	  of	  a	  job	  well	  done,	  such	  as	  at	  Katherine’s	  company,	  encouraging	  supervisors	  and	  employees	  alike	  to	  recognize	  the	  contributions	  of	  others.	  They	  appreciated	  leaders	  who	  modeled	  a	  positive,	  supportive	  attitude	  that	  often	  permeated	  throughout	  the	  organization.	  	  Finally	  they	  experienced	  immense	  satisfaction	  with	  work	  environments	  or	  work	  experiences	  where	  they	  knew	  their	  work	  was	  meaningful,	  where	  they	  were	  making	  a	  difference	  in	  the	  lives	  of	  others,	  like	  Jill,	  who	  said	  she	  was	  “very	  honored”	  to	  be	  able	  to	  tell	  her	  organization’s	  story.	  	  Participants	  also	  experienced	  bosses	  for	  giving	  them	  permission	  to	  take	  risks,	  allowing	  them	  to	  manage	  their	  own	  workday	  and	  trusting	  them	  as	  experts	  to	  do	  their	  jobs.	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Structural	  Description	  	  The	  structural	  description	  is	  a	  discussion	  of	  the	  contexts	  or	  settings	  in	  which	  the	  phenomenon	  took	  place	  –	  “how”	  it	  happened	  (Creswell,	  2007).	  	  Some	  experienced	  immensely	  satisfying	  work	  in	  jobs	  that	  were	  relatively	  new	  to	  them.	  	  Some	  experienced	  the	  phenomenon	  in	  careers	  they	  held	  for	  decades.	  	  Still	  others	  experienced	  it	  in	  jobs	  they	  no	  longer	  held.	  The	  construct	  presented	  itself,	  not	  just	  during	  their	  hours	  on	  the	  job,	  but	  also	  at	  times	  when	  they	  were	  with	  colleagues	  outside	  of	  work,	  sharing	  lunch	  or	  coffee,	  enjoying	  after-­‐work	  “happy	  hours”	  or	  other	  social	  gatherings,	  or	  participating	  in	  volunteer	  activities	  within	  the	  community.	  It	  took	  place	  when	  they	  were	  having	  fun	  with	  colleagues	  or	  at	  times	  when	  they	  were	  dealing	  with	  more	  serious	  issues.	  	  In	  those	  instances,	  immensely	  satisfying	  work	  became	  apparent	  to	  them	  only	  after	  they	  were	  able	  to	  step	  back	  and	  review	  what	  had	  taken	  place.	  Immensely	  satisfying	  work	  also	  occurred,	  not	  just	  in	  the	  overall	  context	  of	  their	  work	  environment,	  but	  also	  in	  those	  specific	  work	  experiences	  that	  were	  memorable	  and	  meaningful	  to	  them.	  Such	  was	  the	  case	  with	  Michael,	  who	  discovered	  his	  employer	  had	  great	  compassion	  for	  him	  when	  he	  was	  seriously	  injured	  and	  could	  not	  work	  for	  months.	  For	  Michael,	  that	  specific	  instance	  helped	  to	  engender	  his	  loyalty	  for	  the	  organization.	  	  Susan	  also	  recounted	  a	  time	  when	  the	  support	  she	  offered	  during	  a	  crisis	  situation	  made	  a	  difference	  in	  the	  lives	  of	  others.	  For	  Susan,	  the	  experience	  was	  rewarding	  and	  immensely	  satisfying.	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Essence	  	  The	  essence	  is	  a	  composite	  look	  at	  both	  the	  textural	  and	  structural	  description.	  It	  is	  the	  culmination	  of	  the	  phenomenological	  study	  (Creswell,	  2007).	  For	  public	  relations	  practitioners	  who	  participated	  in	  this	  study,	  the	  essence	  of	  immensely	  satisfying	  work	  involved	  complete	  engagement	  in	  their	  work	  experiences	  or	  their	  work	  environments	  –	  spiritually,	  socially,	  intellectually,	  and	  emotionally.	  Participants	  experienced	  immensely	  satisfying	  work	  when	  an	  enlightened	  leader	  and/or	  a	  progressive	  organizational	  culture	  supported	  them.	  	  Participants	  in	  this	  study	  described	  environments	  where	  leaders	  respected	  and	  valued	  their	  contributions,	  set	  the	  tone	  for	  a	  positive	  work	  experience,	  and	  provided	  them	  personal	  growth	  opportunities	  and	  autonomous	  working	  conditions.	  	  At	  the	  same	  time,	  these	  public	  relations	  practitioners	  noted	  progressive	  cultures	  where	  their	  work	  was	  personally	  meaningful,	  where	  they	  were	  recognized	  for	  their	  efforts,	  and	  where	  they	  were	  engaged	  on	  the	  job	  with	  colleagues	  who	  offered	  them	  both	  a	  sense	  of	  community	  and	  teamwork.	  	  Through	  their	  descriptions	  of	  immensely	  satisfying	  work,	  they	  articulated	  their	  connection	  to	  their	  job,	  their	  leadership,	  and	  their	  colleagues.	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Chapter	  Five	  
Discussion	  	  
	  
Choose	  a	  job	  you	  love	  and	  you	  will	  never	  have	  to	  
work	  a	  day	  in	  your	  life.	  –	  Confucius	  	  
	  	   The	  purpose	  of	  this	  study	  was	  to	  explore	  the	  meaning	  of	  immensely	  satisfying	  work	  for	  a	  group	  of	  public	  relations	  practitioners	  living	  in	  the	  Midwest.	  	  The	  constructs	  of	  work	  satisfaction,	  organizational	  commitment,	  and	  job	  embeddedness	  have	  been	  widely	  studied	  in	  the	  scholarly	  literature.	  Yet,	  a	  paucity	  of	  scholarly	  research	  was	  available	  on	  the	  satisfaction	  and	  work	  commitment	  of	  public	  relations	  practitioners.	  Since	  these	  practitioners	  are	  charged	  with	  building	  relationships	  and	  promoting	  the	  “good	  news”	  in	  organizations,	  it	  was	  incumbent	  to	  explore	  what	  made	  their	  own	  work	  fulfilling.	  	  Further,	  this	  study	  explored	  a	  new	  phenomenological	  research	  construct,	  the	  concept	  of	  immensely	  satisfying	  work.	  Through	  this	  qualitative	  research,	  the	  study	  attempted	  to	  expand	  our	  understanding	  of	  the	  meaning	  of	  this	  phenomenon,	  and	  to	  address	  its	  implications	  for	  leaders	  in	  a	  business	  setting.	  	  	  	  
Researcher’s	  Reflections	  I	  came	  to	  this	  dissertation	  research	  and	  to	  the	  concept	  of	  immensely	  satisfying	  work	  through	  another	  construct	  –	  spiritual	  leadership	  and	  spiritual	  work	  environments,	  my	  original	  research	  interests.	  Initially,	  I	  intended	  to	  complete	  a	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study	  about	  the	  meaning	  of	  spiritual	  work	  environments.	  	  Yet,	  as	  researchers	  have	  noted,	  spirituality	  is	  somewhat	  of	  an	  enigma;	  it	  means	  different	  things	  to	  different	  people	  (Dent,	  Higgins,	  &	  Wharff,	  2005;	  Giacalone	  &	  Jurkiewicz,	  2003).	  	  	  Throughout	  all	  the	  years	  in	  my	  doctoral	  program,	  I	  wrestled	  with	  this	  dilemma	  and	  tried	  to	  develop	  a	  question	  that	  would	  adequately	  clarify	  this	  construct.	  Yet,	  in	  piloting	  questions	  such	  as	  “what	  is	  the	  meaning	  of	  spirituality	  in	  the	  workplace?”	  people	  would	  invariably	  ask,	  “what	  do	  you	  mean	  by	  spirituality?”	  Some	  considered	  it	  in	  reference	  to	  their	  religious	  backgrounds;	  others	  understood	  it	  to	  mean	  more	  of	  an	  “esprit	  de	  corps”	  or	  a	  secular	  spiritualism.	  With	  qualitative	  phenomenological	  design,	  which	  tries	  to	  explicate	  meaning	  from	  the	  words	  of	  participants,	  researchers	  cannot	  start	  the	  process	  by	  sharing	  their	  own	  definition	  of	  a	  phenomenon.	  	  I	  realized	  I	  needed	  to	  approach	  my	  research	  in	  another	  way.	  	  	  I	  wondered	  if	  the	  language	  that	  would	  emerge	  through	  a	  discussion	  of	  
immensely	  satisfying	  work	  would	  be	  some	  of	  the	  same	  language	  scholars	  have	  used	  to	  discuss	  spirituality	  in	  the	  workplace.	  It	  was	  through	  this	  reflection	  that	  I	  eventually	  landed	  on	  the	  concept	  of	  immensely	  satisfying	  work.	  	  As	  I	  finalized	  my	  research	  with	  my	  participants,	  I	  discovered	  some	  of	  their	  ideas	  about	  immensely	  satisfying	  work	  were	  similar	  to	  the	  constructs	  in	  scholarly	  research	  defining	  spirituality	  in	  the	  workplace,	  including	  words	  such	  as	  “community,”	  “meaningful	  work,”	  “inner	  life,”	  “calling,”	  and	  “joy”	  (Ashar	  &	  Lane-­‐Maher,	  2004;	  Ashmos	  &	  Duchon,	  2000;	  Duchon	  &	  Ashmos	  Plowman,	  2005;	  Fry,	  2003;	  Giacalone	  &	  Jurkiewicz,	  2003).	  Yet,	  the	  qualities	  of	  immensely	  satisfying	  work	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went	  beyond	  the	  aforementioned	  constructs	  to	  include	  themes	  such	  as	  autonomy,	  recognition,	  personal	  growth,	  trust/respect,	  and	  teamwork.	  
Discussion	  of	  Findings	  Throughout	  the	  interviews,	  participants	  talked	  about	  their	  experiences	  with	  immensely	  satisfying	  work	  and	  helped	  to	  articulate	  the	  meaning	  of	  the	  construct	  through	  rich	  descriptions.	  They	  made	  comments	  such	  as,	  “I	  really	  like	  it	  here.	  It’s	  a	  good	  place	  to	  work.	  I	  feel	  very	  lucky”	  along	  with	  “…it’s	  a	  privilege	  to	  work	  at	  this	  place.	  It	  really	  is…,”	  and	  “…I	  love	  it!	  I	  absolutely	  love	  it!	  It	  is	  time	  consuming.	  It’s	  a	  lot	  of	  work.	  The	  pay	  is	  not	  as	  great	  as	  what	  I	  can	  get	  in	  corporate	  America,	  but	  it’s	  really	  satisfying	  work.”	  The	  themes	  that	  emerged	  from	  these	  research	  participants	  had	  ties	  to	  the	  scholarly	  literature.	  	  	  
Theme	  1:	  Leader	  sets	  the	  tone.	  Greenleaf	  (1977),	  in	  his	  seminal	  work	  on	  servant	  leadership,	  posited	  it	  is	  the	  leader’s	  responsibility	  to	  support	  employees	  and	  to	  build	  them	  up,	  so	  that	  they	  are	  healthy,	  strong,	  and	  autonomous.	  Barbuto	  and	  Wheeler	  (2006)	  offered	  an	  operational	  definition	  of	  these	  types	  of	  servant	  leaders,	  suggesting	  they	  exhibit	  traits	  such	  as	  stewardship,	  listening	  and	  community	  building.	  Study	  participants	  offered	  strong	  opinions	  about	  organizational	  leaders,	  insisting	  that	  a	  boss	  or	  supervisor	  impacted	  the	  happiness	  or	  misery	  of	  an	  employee.	  	  A	  number	  of	  the	  public	  relations	  practitioners	  I	  interviewed	  also	  held	  managerial	  or	  leadership	  positions.	  They	  discussed	  the	  need	  to	  be	  supportive	  of	  the	  talents	  of	  employees,	  in	  order	  to	  develop	  their	  skills	  for	  the	  betterment	  of	  the	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organization.	  Many	  described	  the	  loyalty	  or	  deep	  emotional	  connections	  they	  had	  with	  their	  leaders,	  summed	  up	  by	  one	  participant,	  “…it’s	  very	  cool	  to	  feel	  like	  you’re	  where	  you	  belong	  and	  that	  you’re	  doing	  something	  that	  matters,	  and	  that…you’ve	  made	  your	  boss’s	  life	  easier	  by	  being	  there	  and	  doing	  the	  work	  that	  you	  know	  how	  to	  do.”	  In	  a	  qualitative	  study	  that	  uncovered	  spirituality	  in	  an	  elementary	  school,	  Keyes,	  Hanley-­‐Maxwell	  and	  Capper	  (1999)	  noted	  how	  the	  principal’s	  supportive,	  empowering	  behaviors,	  permeated	  throughout	  the	  entire	  work	  environment.	  Teachers	  used	  terms	  such	  as	  “patient”	  and	  “loving”	  to	  describe	  their	  principal’s	  behavior;	  their	  leader	  was	  careful	  to	  consider	  the	  individual	  value	  of	  each	  employee.	  Other	  studies	  have	  shown	  that	  leaders	  who	  demonstrate	  self-­‐sacrificing	  behaviors	  can	  positively	  impact	  follower	  motivation	  (De	  Cremer,	  2006).	  Mitchell	  et	  al.	  (2001)	  suggested	  further	  studies	  should	  take	  place	  about	  the	  importance	  of	  the	  relationship	  between	  bosses	  and	  employees.	  These	  studies	  confirm	  what	  emerged	  from	  the	  research	  on	  immensely	  satisfying	  work	  –	  the	  leader	  can	  have	  a	  significant	  impact	  on	  the	  success	  or	  happiness	  of	  an	  employee.	  	  Therefore,	  organizational	  leaders	  should	  carefully	  consider	  how	  their	  tone	  or	  attitude	  impacts	  the	  entire	  organization.	  
Theme	  2:	  Making	  a	  difference.	  Participants	  expressed	  a	  high	  level	  of	  confidence	  that	  their	  work	  had	  a	  purpose,	  made	  a	  difference,	  and	  had	  an	  impact	  on	  the	  mission	  of	  the	  organization.	  One	  participant	  suggested,	  “Everyone	  has	  a	  role	  regardless	  of	  what	  it	  is,	  we	  all	  contribute	  to	  that	  end	  goal…”	  This	  theme	  is	  present	  in	  other	  research	  studies.	  Ashmos	  and	  Duchon	  (2000)	  suggested	  employers	  must	  have	  a	  sense	  that	  the	  work	  they	  are	  doing	  for	  an	  organization	  is	  meaningful.	  	  Markow	  and	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Klenke	  (2005)	  observed	  employees	  might	  even	  be	  more	  committed	  to	  their	  work	  if	  they	  know	  they	  are	  making	  a	  difference.	  In	  one	  study,	  when	  researchers	  asked	  people	  what	  offered	  them	  the	  greatest	  meaning	  and	  purpose	  in	  the	  workplace,	  interview	  participants	  responded	  “…the	  ability	  to	  realize	  my	  full	  potential	  as	  a	  person”	  (Mitroff	  &	  Denton,	  1999,	  p.	  36).	  
Theme	  3:	  Trust/respect.	  Participants	  felt	  trusted,	  respected	  and	  valued	  for	  their	  contribution	  to	  the	  organization.	  	  As	  sub-­‐themes	  of	  this	  construct,	  the	  public	  relations	  practitioners	  who	  participated	  in	  the	  study	  believed	  that	  their	  bosses	  and	  coworkers	  truly	  listened	  to	  them	  and	  valued	  what	  they	  brought	  to	  the	  table.	  	  Participants	  in	  turn,	  reciprocated	  those	  feelings	  of	  trust	  and	  respect	  toward	  those	  around	  them.	  Current	  research	  in	  this	  area	  ties	  to	  the	  research	  on	  immensely	  satisfying	  work.	  One	  study	  suggested	  that	  leaders	  who	  engage	  in	  interpersonal	  communication	  with	  their	  employees	  create	  a	  trusting	  relationship	  in	  the	  workplace	  (Samsup	  &	  Shim,	  2005).	  As	  part	  of	  a	  model	  on	  human	  motivation,	  Barbuto	  and	  Scholl	  (1998)	  noted	  that	  individuals	  seek	  an	  affirmation	  of	  their	  values	  from	  those	  around	  them.	  Fry	  (2003)	  suggested	  organizations	  must	  have	  a	  culture	  where	  people	  have	  an	  appreciation	  for	  both	  themselves	  and	  others.	  Bono	  and	  Judge	  (2003)	  observed	  that	  leaders	  must	  talk	  to	  employees	  about	  their	  jobs,	  not	  only	  to	  articulate	  the	  vision	  of	  the	  organization,	  but	  also	  to	  ensure	  employees	  understand	  the	  value	  in	  the	  work	  they	  are	  doing.	  	  
Theme	  4:	  Recognition.	  Fry	  (2003)	  noted,	  “Motivation	  in	  the	  workplace	  results	  when	  leaders	  create	  an	  environment	  that	  brings	  out	  the	  best	  in	  people	  as	  they	  achieve	  and	  receive	  individual,	  group,	  and	  system-­‐wide	  rewards”	  (p.	  698).	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Recognition	  emerged	  as	  another	  theme	  in	  the	  research.	  These	  public	  relations	  practitioners	  valued	  the	  outward	  expression	  of	  appreciation	  shown	  to	  them	  and	  others	  within	  the	  organization.	  As	  part	  of	  a	  theory	  on	  work	  motivation,	  Leonard,	  Beauvais,	  and	  Scholl	  (1999)	  observed	  that	  people	  can	  be	  motivated	  by	  extrinsic	  rewards.	  	  
Theme	  5:	  Community.	  The	  workplace	  provides	  an	  opportunity	  for	  people	  to	  connect	  with	  one	  another	  (Ashmos	  &	  Duchon,	  2000).	  King	  and	  Nicol	  (1999)	  observed,	  interpersonal	  relationships	  create	  healthy	  workplaces.	  Leaders	  who	  support	  the	  collective	  identity	  of	  a	  work	  unit,	  increase	  trust,	  motivation,	  and	  self-­‐efficacy	  among	  followers	  (Shamir,	  Zakay,	  Breinin,	  &	  Popper,	  1998).	  Participants	  in	  this	  study	  shared	  stories	  of	  the	  relationships	  they	  had	  with	  their	  coworkers,	  clients,	  and	  bosses	  in	  the	  workplace.	  	  The	  public	  relations	  practitioners	  discussed	  their	  personal	  connections	  to	  their	  colleagues,	  and	  shared	  that	  having	  this	  community	  made	  the	  workplace	  fun.	  Leaders	  who	  support	  immensely	  satisfying	  work	  environments	  must	  make	  community	  a	  part	  of	  the	  organizational	  culture.	  Scholars	  have	  made	  similar	  observations	  about	  community	  	  when	  discussing	  spirituality	  within	  a	  workplace	  culture.	  	  Workplace	  spirituality	  is	  a	  framework	  of	  organizational	  values	  evidenced	  in	  a	  culture	  that	  promotes	  employees’	  experience	  of	  transcendence	  through	  the	  work	  process,	  facilitating	  their	  sense	  of	  being	  connected	  to	  others	  in	  a	  way	  that	  provides	  feelings	  of	  completeness	  and	  joy	  (Giacalone	  &	  Jurkiewicz,	  2003,	  p.	  13).	  	  Other	  scholars	  concur;	  in	  today’s	  economy,	  business	  leaders	  who	  want	  committed,	  creative	  and	  responsible	  employees	  must	  “…nurture	  relationships	  and	  cultivate	  the	  human	  spirit”	  (Ashar	  &	  Lane-­‐Maher,	  2004,	  p.	  251).	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Theme	  6:	  Teamwork.	  Closely	  tied	  to	  the	  theme	  of	  community	  is	  the	  theme	  of	  teamwork.	  Porth	  et	  al.	  (1999)	  proposed	  that	  in	  learning	  organizations,	  human	  potential	  is	  unleashed	  in	  an	  environment	  that	  encourages	  teamwork	  and	  participation.	  In	  a	  study	  of	  teachers,	  Wells	  and	  Feun	  (2007)	  observed	  that	  these	  professionals	  wanted	  to	  collaborate	  and	  to	  share	  ideas.	  Researchers	  who	  studied	  employees	  at	  Southwest	  Airlines	  noted	  a	  healthy	  work	  ethic	  and	  enthusiastic	  workers	  who	  operated	  in	  a	  climate	  based	  on	  humor,	  teamwork,	  and	  spirituality	  (Milliman,	  Ferguson,	  Trickett,	  &	  Condemi,	  1999).	  	  
	  During	  our	  time	  together,	  it	  was	  apparent	  that	  these	  12	  participants	  enjoyed	  what	  they	  did	  and	  enjoyed	  the	  people	  with	  whom	  they	  worked.	  They	  felt	  their	  boss	  and	  colleagues	  were	  there	  to	  support	  them	  in	  successfully	  completing	  their	  jobs.	  Through	  one	  of	  the	  remarks	  that	  eventually	  became	  part	  of	  the	  title	  of	  this	  dissertation,	  one	  participant	  even	  commented,	  …	  I	  told	  my	  boss,	  sometimes	  –	  not	  always!	  –	  but	  sometimes	  I	  feel	  like	  I’d	  do	  this	  job	  for	  free.	  You	  know,	  when	  I’m	  working	  on	  a	  really	  fun	  project	  or,	  I’m	  involved	  in	  a	  committee	  of	  really	  exciting,	  dedicated,	  passionate	  people,	  I	  just	  feel	  like	  I	  would	  do	  this	  job	  for	  free.	  	  In	  the	  early	  1900’s	  Frederick	  Taylor	  was	  a	  leader	  in	  founding	  the	  scientific	  management	  movement	  and	  the	  concept	  of	  work	  standardization.	  Among	  his	  many	  assertions,	  Taylor	  posited	  that	  workers	  were	  motivated	  by	  money,	  and	  that	  group	  work	  in	  organizations	  should	  be	  discouraged,	  since	  it	  led	  to	  what	  he	  called	  “social	  loafing”	  (Locke,	  1982).	  	  Some	  of	  these	  assertions	  do	  not	  ring	  true	  today.	  Participants	  in	  this	  research	  study	  on	  immensely	  satisfying	  work	  suggested	  that	  they	  enjoyed	  working	  in	  a	  team	  environment	  and	  believed	  they	  could	  rely	  on	  other	  members	  to	  help	  them	  accomplish	  their	  jobs.	  	  Other	  scholars	  have	  noted	  similar	  findings.	  “The	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current	  view	  seems	  to	  hold	  that	  although	  people	  may	  work	  less	  hard	  in	  groups	  (as	  Taylor	  claimed),	  the	  benefits	  in	  terms	  of	  cooperation,	  knowledge,	  and	  flexibility	  generally	  outweighed	  the	  costs”	  (Locke,	  1982,	  p.	  17).	  	  	  	  
Theme	  7:	  Autonomy.	  In	  her	  seminal	  discussion	  of	  organizational	  dynamics,	  Follett	  (1926)	  suggested	  it	  was	  a	  poor	  business	  model	  for	  leaders	  to	  believe	  they	  could	  give	  orders	  without	  question.	  Researchers	  noted	  that	  being	  part	  of	  an	  organization’s	  decision-­‐making	  process	  impact	  an	  employee’s	  job	  satisfaction	  (Pincus	  et	  al.,	  1990).	  Hostede	  and	  Hofstede	  (2005)	  posited	  that	  in	  individualistic	  cultures	  such	  as	  the	  United	  States,	  workers	  value	  having	  the	  freedom	  to	  adopt	  their	  own	  approach	  to	  the	  job	  they	  do.	  People	  achieve	  at	  the	  greatest	  levels	  within	  their	  organizations	  if	  they	  are	  directing	  their	  own	  goals	  (McGregor,	  1957).	  King	  and	  Nicol	  (1999)	  suggested,	  “Organizations	  will	  be	  enhanced	  if	  individuals,	  who	  value	  their	  work,	  are	  provided	  the	  freedom	  to	  actualize	  their	  full	  potential”	  (p.	  239).	  The	  findings	  from	  this	  study	  confirmed	  these	  ideas	  about	  autonomy.	  	  The	  public	  relations	  practitioners	  interviewed	  suggested	  an	  autonomous	  work	  environment	  sparked	  their	  creativity,	  passion,	  and	  excitement,	  feelings	  that	  contributed	  to	  immensely	  satisfying	  work	  experiences	  or	  work	  environments.	  	  Conversely,	  the	  examples	  they	  shared	  of	  micromanaging	  bosses	  led	  to	  less	  favorable	  outcomes;	  in	  several	  instances,	  it	  resulted	  in	  the	  practitioner	  leaving	  a	  particular	  organization.	  Again,	  organizations	  or	  leaders	  who	  support	  the	  notion	  of	  immensely	  satisfying	  work	  must	  consider	  whether	  they	  can	  provide	  employees	  a	  work	  environment	  where	  they	  enjoy	  a	  degree	  of	  independence	  in	  their	  jobs.	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Theme	  8:	  Personal	  growth.	  Adams	  et	  al.	  (2003)	  noted	  companies	  that	  support	  personal	  growth	  engender	  trust	  among	  their	  employees.	  These	  public	  relations	  practitioners	  believed	  they	  had	  growth	  opportunities	  within	  their	  organizations	  and	  felt	  they	  were	  allowed	  to	  manage	  their	  own	  time.	  In	  some	  cases,	  working	  in	  this	  type	  of	  environment	  further	  fueled	  creativity.	  Researchers	  looking	  at	  work	  commitment	  concluded	  businesses	  that	  provided	  personal	  growth	  and	  development	  opportunities	  for	  employees	  helped	  to	  ensure	  organizational	  commitment	  (Freund	  &	  Carmeli,	  2003).	  Alderfer	  (1969)	  suggested	  that	  at	  their	  core,	  humans	  have	  the	  need	  for	  growth.	  Vaill	  (1998)	  observed	  we	  are	  living	  in	  a	  time	  where	  organizations	  are	  being	  asked	  to	  reinvent	  themselves	  into	  “…continuous	  learning	  systems”	  (p.	  173).	  	  Participants	  in	  this	  study	  shared	  they	  had	  enough	  variety	  in	  their	  workday	  to	  keep	  their	  jobs	  interesting,	  and	  at	  the	  same	  time,	  could	  expand	  their	  learning	  without	  the	  concerns	  of	  being	  held	  back	  of	  stifled	  in	  their	  growth.	  This	  theme	  may	  pose	  the	  greatest	  challenges	  for	  some	  organizations,	  particularly	  those	  where	  employees	  have	  a	  narrowly	  defined	  role	  or	  where	  they	  have	  limited	  opportunities	  for	  job	  variety.	  However,	  organizations,	  such	  as	  the	  one	  where	  Katherine	  works,	  have	  discovered	  that	  giving	  all	  employees	  the	  opportunity	  to	  share	  their	  ideas	  and	  to	  learn	  new	  things	  might	  be	  beneficial	  to	  the	  entire	  organization,	  even	  if	  their	  contributions	  fall	  outside	  a	  person	  job	  description.	  
Visual	  Depiction	  of	  Immensely	  Satisfying	  Work	  Like	  a	  flower	  that	  grows	  and	  blooms	  when	  it	  is	  fed	  with	  sunlight,	  water	  and	  nutrients,	  so	  too,	  do	  employees	  blossom	  when	  they	  experience	  immensely	  satisfying	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work.	  	  Immensely	  satisfying	  work	  grows	  when	  supported	  by	  an	  enlightened	  leader	  or	  a	  progressive	  organizational	  culture.	  In	  the	  case	  of	  the	  public	  relations	  practitioners	  who	  participated	  in	  this	  study,	  the	  “petals”	  that	  developed	  from	  their	  immensely	  satisfying	  work	  experiences	  included	  a	  leader	  who	  set	  a	  positive	  tone	  in	  a	  community	  of	  people	  where	  they	  made	  a	  difference	  and	  received	  recognition	  for	  their	  work.	  	  These	  participants	  also	  worked	  in	  a	  team	  environment	  where	  they	  were	  truly	  trusted	  and	  respect	  –	  an	  environment	  that	  allowed	  for	  personal	  growth	  and	  provided	  them	  autonomy	  to	  do	  the	  jobs	  they	  were	  trained	  to	  do.	  	  	  	   When	  employees	  continue	  to	  receive	  respect,	  challenge	  and	  support,	  from	  an	  enlightened	  leader	  or	  a	  progressive	  organizational	  culture,	  the	  “petals”	  of	  immensely	  satisfying	  work	  are	  nourished	  and	  the	  “flower”	  continues	  to	  flourish	  and	  grow.	  When	  the	  “petals”	  are	  picked	  off,	  or	  the	  flower	  is	  cut	  from	  the	  ground	  altogether,	  it	  eventually	  withers	  and	  dies.	  For	  an	  employee	  in	  this	  environment,	  their	  productivity,	  satisfaction	  and	  motivation	  may	  wane.	  	  The	  individual	  may	  choose	  to	  either	  stay	  at	  a	  company	  as	  a	  discontented	  employee	  or	  leave	  and	  find	  another	  organization	  where	  immensely	  satisfying	  work	  grows,	  as	  several	  of	  my	  study	  participants	  chose	  to	  do.	  	  Figure	  1	  offers	  a	  visual	  depiction	  of	  immensely	  satisfying	  work	  taken	  from	  this	  written	  description.	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Figure	  1	  	  	  
Visual	  Depiction	  of	  Immensely	  Satisfying	  Work	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Significance	  of	  Findings/Implications	  This	  study	  is	  significant	  on	  several	  levels.	  	  While	  workplace	  research	  has	  dealt	  with	  constructs	  such	  as	  work	  satisfaction,	  organizational	  commitment,	  job	  embeddedness,	  spiritual	  leadership,	  leader-­‐member	  exchange	  and	  transformational	  leadership,	  the	  research	  on	  immensely	  satisfying	  work	  gives	  scholars	  a	  new	  construct	  to	  explore	  as	  it	  relates	  to	  workplace	  productivity	  and	  motivation.	  With	  most	  workers	  spending	  a	  fourth	  of	  the	  lives	  or	  more	  on	  the	  job	  and	  with	  fewer	  people	  satisfied	  with	  the	  work	  they	  do,	  employers	  must	  find	  solutions	  to	  improve	  job	  satisfaction	  and	  organizational	  commitment	  if	  they	  are	  hoping	  to	  retain	  employees	  long-­‐term.	  Similar	  to	  scholarly	  research	  surrounding	  spiritual	  work	  environments,	  organizations	  that	  tap	  into	  the	  qualities	  of	  immensely	  satisfying	  work	  may	  be	  capable	  of	  more	  fully	  developing	  their	  human	  capital.	  If	  scholars	  and	  business	  leaders	  could	  learn	  what	  makes	  employees	  not	  just	  satisfied	  in	  the	  workplace,	  but	  immensely	  satisfied,	  what	  impact	  would	  it	  have	  on	  employees’	  productivity	  on	  the	  job	  and	  their	  connection	  to	  coworkers?	  What	  implications	  would	  it	  have	  on	  organizations’	  profitability	  and	  the	  long-­‐term	  retention	  of	  employees?	  	  From	  Ben	  &	  Jerry’s	  to	  Zappos	  to	  Southwest	  Airlines,	  businesses	  are	  demonstrating	  that	  by	  attending	  to	  their	  employees’	  needs,	  they	  are	  not	  only	  contributing	  to	  the	  bottom	  line,	  but	  also	  to	  the	  emotional	  health	  and	  satisfaction	  of	  their	  workforce.	  (Boetttcher,	  2010;	  Milliman	  et	  al.,	  1999;	  Mitroff	  &	  Denton,	  1999).	  If	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other	  workplaces	  attend	  to	  the	  emotional	  health	  of	  employees	  and	  focus	  their	  attention	  on	  the	  qualities	  of	  immensely	  satisfying	  work,	  will	  they	  too,	  find	  themselves	  with	  a	  happy,	  committed	  workforce,	  and	  in	  turn,	  see	  the	  rewards	  in	  terms	  of	  limited	  turnover	  and	  financial	  profitability?	  	  Scholars	  and	  organizational	  leaders	  must	  recognize	  that	  immensely	  satisfying	  work	  differs	  from	  ordinary	  satisfaction	  in	  terms	  of	  its	  intensity.	  	  Employees	  who	  are	  immensely	  satisfied	  experience	  a	  greater	  degree	  of	  engagement	  that	  those	  employees	  who	  are	  merely	  satisfied	  with	  their	  jobs.	  	  As	  demonstrated	  by	  public	  relations	  practitioners	  who	  participated	  in	  this	  study,	  this	  heightened	  level	  of	  connection	  to	  their	  organizations	  and	  to	  those	  with	  whom	  they	  work,	  makes	  these	  participants	  more	  likely	  to	  experience	  deep	  loyalty	  and	  long-­‐term	  commitment	  to	  an	  organization	  –	  spiritually,	  socially,	  intellectually,	  and	  emotionally.	  	  As	  other	  scholars	  have	  noted,	  loyal	  and	  committed	  employees	  contribute	  positively	  to	  the	  economic	  health	  of	  an	  organization	  (Amos	  &	  Weathington,	  2008;	  Chalofsky,	  2003;	  Holtom,	  Mitchell,	  &	  Lee,	  2006;	  Lerner,	  2008;	  Mitchell,	  Holtom,	  Lee,	  Sablynski,	  &	  Erez,	  2001;	  Mowday,	  1999).	  
Limitations	  	   I	  conducted	  this	  study	  in	  a	  Midwestern	  community.	  Participants	  in	  other	  parts	  of	  the	  country	  may	  offer	  alternate	  themes.	  Although	  the	  study	  consisted	  of	  a	  fairly	  good	  mix	  of	  gender,	  age,	  work	  experiences	  and	  years	  of	  experience,	  only	  one	  African-­‐American	  participated	  in	  the	  study.	  	  A	  variety	  of	  cultures	  or	  ethnicities	  might	  reveal	  different	  results.	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Although	  this	  study	  attempted	  to	  reveal	  the	  participants’	  shared	  experience	  of	  this	  particular	  phenomenon	  (Creswell,	  2007;	  Marshall	  &	  Rossman,	  2006),	  this	  qualitative	  research	  cannot	  be	  generalized	  past	  the	  12	  public	  relations	  practitioners	  who	  took	  part	  in	  the	  research.	  However,	  it	  can	  be	  a	  valuable	  starting	  point	  in	  conversations	  within	  other	  fields	  about	  the	  meaning	  of	  immensely	  satisfying	  work.	  
Future	  Research	  Future	  qualitative	  studies	  might	  delve	  into	  the	  individual	  themes	  discussed	  within	  this	  paper.	  	  From	  a	  phenomenological	  perspective,	  what	  is	  the	  meaning	  of	  constructs	  such	  as	  autonomy,	  community	  and	  personal	  growth	  in	  a	  business	  setting?	  Researchers	  might	  also	  consider	  developing	  a	  quantitative	  instrument	  to	  measure	  immensely	  satisfying	  work	  based	  on	  the	  themes	  described	  by	  the	  public	  relations	  practitioners.	  	  Longitudinal	  studies	  might	  also	  be	  valuable	  to	  help	  scholars	  determine	  whether	  the	  qualities	  of	  immensely	  satisfying	  work	  change	  within	  an	  individual	  over	  time.	  	  Immensely	  satisfying	  work	  occurs	  through	  work	  experiences	  as	  well	  as	  work	  environments.	  	  In	  future	  research,	  scholars	  might	  explore	  the	  tipping	  point	  when	  satisfaction	  is	  elevated	  to	  immensely	  satisfying	  work.	  Is	  there	  a	  measurable	  threshold,	  a	  measurable	  number	  of	  instances	  that	  an	  employee	  must	  experience	  to	  elevate	  mere	  satisfaction	  with	  a	  job	  to	  immensely	  satisfying	  work?	  Additionally,	  the	  study	  provided	  limited	  disconfirming	  data	  showing	  instances	  where	  these	  public	  relations	  practitioners	  did	  not	  experience	  immensely	  satisfying	  work.	  However,	  it	  was	  not	  the	  sole	  focus	  of	  the	  study.	  	  Future	  qualitative	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research	  may	  look	  more	  closely	  at	  the	  constructs	  related	  to	  dissatisfaction	  in	  the	  workplace,	  exploring	  those	  ideas	  more	  in	  depth.	  	  	  It	  appears	  some	  the	  language	  used	  by	  public	  relations	  practitioners	  to	  describe	  immensely	  satisfying	  work	  is	  similar	  to	  or	  the	  same	  language	  used	  to	  describe	  workplace	  spirituality.	  Future	  research	  might	  try	  to	  uncover	  what	  relationship,	  if	  any,	  exists	  between	  the	  two	  constructs.	  Finally,	  the	  concept	  of	  immensely	  satisfying	  work	  was	  explored	  solely	  with	  public	  relations	  practitioners.	  	  Future	  research	  on	  the	  meaning	  of	  immensely	  satisfying	  work	  with	  other	  professions	  or	  in	  other	  work	  settings	  would	  be	  valuable	  to	  determine	  if	  the	  themes	  described	  by	  the	  12	  public	  relations	  practitioners	  are	  universal,	  or	  if	  these	  constructs	  vary	  depending	  on	  the	  workplace	  setting	  or	  occupation.	  	  
Summary	  and	  Conclusion	  Further	  conversations	  must	  take	  place	  in	  the	  academic	  and	  business	  community	  surrounding	  the	  concept	  of	  immensely	  satisfying	  work.	  These	  conversations,	  along	  with	  additional	  research	  can	  help	  to	  further	  legitimize	  the	  construct	  and	  inform	  leaders	  in	  an	  organizational	  setting.	  	  Immensely	  satisfying	  work	  deserves	  further	  study	  and	  attention.	  Researchers	  who	  continue	  on	  this	  path	  must	  develop	  instruments	  that	  leaders	  could	  use	  within	  their	  own	  workplace	  to	  measure	  immensely	  satisfying	  work,	  in	  term	  of	  employees’	  spiritual,	  social,	  intellectual	  and	  emotional	  engagement.	  Employees,	  too,	  must	  bear	  some	  of	  the	  responsibility	  with	  regard	  to	  immensely	  satisfying	  work	  in	  their	  chosen	  profession.	  	  Those	  who	  are	  discontent	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about	  their	  jobs	  must	  take	  responsibility	  for	  their	  own	  happiness	  and	  success,	  recognize	  those	  organizations	  that	  are	  depleting	  their	  energy,	  and	  make	  the	  necessary	  changes	  to	  put	  themselves	  in	  places	  where	  they	  belong	  and	  where	  they	  will	  experience	  immensely	  satisfying	  work.	  	  	  Near	  the	  end	  of	  our	  time	  together,	  one	  of	  my	  participants	  shared	  the	  hope	  she	  has	  for	  her	  own	  children	  when	  they	  enter	  the	  job	  market,	  and	  the	  hope	  she	  has	  for	  others	  who	  are	  still	  searching	  for	  immensely	  satisfying	  work.	  It	  is	  my	  hope	  too.	  	  	  Everybody	  has	  a	  talent	  for	  something,	  and…if	  they	  can	  follow	  their	  heart	  and	  really	  be	  honest	  with	  themselves	  about	  what	  makes	  them	  happy,	  and	  if	  they	  could…figure	  out	  a	  way	  to	  make	  that,	  make	  a	  living	  for	  them,	  there	  would	  be	  a	  lot	  more	  people	  with	  immensely	  satisfying	  work…I	  think	  that’s	  the	  path.	  That’s	  the	  only	  way	  you	  can	  get	  there.	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Sample	  Phone	  Script	  
	  	  	  	  	  Hi	  (name	  here).	  	  This	  is	  Peggy	  Rupprecht.	  I’m	  doing	  research	  for	  my	  doctoral	  dissertation	  on	  immensely	  satisfying	  work	  and	  I’m	  calling	  to	  see	  if	  you’d	  be	  willing	  to	  serve	  as	  one	  of	  my	  research	  participants	  and	  allow	  me	  to	  interview	  you	  on	  this	  topic?	  	  	  I’m	  asking	  people	  I’ve	  been	  contacting	  a	  few	  questions	  to	  ensure	  that	  they	  fit	  the	  criteria	  for	  my	  study.	  	  First	  of	  all,	  have	  you	  been	  a	  public	  relations	  practitioner	  for	  three	  years	  or	  longer?	  	  	  	  Secondly,	  are	  you	  affiliated	  with	  or	  a	  member	  of	  a	  public	  relations	  organization,	  such	  as	  PRSA	  or	  NSPRA?	  	  Finally,	  in	  your	  career	  as	  a	  public	  relations	  practitioner,	  have	  you	  experienced	  immensely	  satisfying	  work?	  	  	  	  	  The	  interview	  will	  take	  roughly	  one	  hour	  of	  your	  time	  and	  your	  identity	  will	  be	  masked	  –	  you	  will	  be	  given	  a	  pseudonym	  in	  place	  of	  your	  actual	  name.	  	  We	  can	  conduct	  this	  interview	  wherever	  you’d	  prefer.	  	  Additionally,	  I’m	  asking	  research	  participants	  to	  show	  or	  describe	  photos,	  documents	  and/or	  other	  artifacts	  that	  hold	  meaning	  to	  you,	  in	  terms	  of	  immensely	  satisfying	  work.	  I	  will	  take	  pictures	  of	  these	  photos,	  documents	  and/or	  other	  artifacts	  or	  ask	  you	  to	  take	  pictures	  and	  send	  them	  to	  me.	  Some	  of	  these	  photographs	  may	  appear	  in	  the	  final	  research	  report.	  You	  have	  the	  option	  of	  whether	  you	  wish	  to	  share	  your	  artifacts	  with	  me.	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Sample	  Interview	  Protocol	  
Exploring	  Public	  Relations	  Professionals	  Beliefs	  about	  Immensely	  Satisfying	  Work	  Date:	  Name	  of	  Participant:	  Assigned	  Pseudonym:	  Identified	  Race:	   	   	   Gender:	   	   	   Age:	  Level	  of	  Education:	  Occupation:	  Type	  of	  Organization:	   	   	   	   	   Years	  of	  Experience:	  Interview	  Location:	  My	  dissertation	  research	  involves	  sharing	  public	  relations	  professionals’	  beliefs	  regarding	  immensely	  satisfying	  work.	  	  The	  interview	  will	  take	  roughly	  an	  hour	  and	  I	  will	  be	  audiotaping	  it.	  	  However,	  you	  will	  be	  given	  a	  pseudonym	  in	  the	  final	  study.	  	  If	  you	  wish,	  I’ll	  also	  ask	  you	  to	  show	  me	  photographs,	  documents,	  awards	  or	  other	  artifacts	  that	  hold	  meaning	  to	  you,	  in	  terms	  of	  immensely	  satisfying	  work.	  With	  your	  permission,	  I	  will	  take	  photographs	  of	  these	  items	  to	  use	  in	  the	  final	  study.	  	  Do	  you	  have	  any	  questions	  before	  we	  begin?	  	  Question	   Notes	  1. (Icebreaker)	  Tell	  me	  a	  little	  about	  yourself;	  How	  did	  you	  choose	  your	  profession?	  	  	  	  	   2. Tell	  me	  about	  a	  time	  you	  experienced	  immensely	  satisfying	  work	  –	  tell	  me	  everything	  you	  can	  about	  it.	  	   3. How	  did	  that	  experience	  impact	  you?	  	  	  
	  
	   128	  
	  	   4. What	  situations	  and	  people	  connected	  with	  immensely	  satisfying	  work	  stand	  out	  for	  you?	  	  	  	  	  	  	  	   5. What	  feelings	  were	  generated	  from	  your	  experiences	  with	  immensely	  satisfying	  work?	  	  6. What	  role,	  if	  any,	  do	  you	  think	  a	  boss	  or	  a	  supervisor	  plays,	  with	  regard	  to	  immensely	  satisfying	  work?	  (Asked	  if	  they	  did	  not	  discuss	  leadership).	  	   7. Describe	  or	  show	  me	  the	  artifact/document/photo	  you	  brought	  with	  you.	  	  Share	  with	  me	  the	  meaning	  of	  this	  item	  in	  terms	  of	  immensely	  satisfying	  work.	  	  8. Have	  you	  shared	  everything	  you	  think	  is	  relevant	  with	  regard	  to	  immensely	  satisfying	  work?	  	   	  9. Who	  else,	  in	  terms	  of	  other	  public	  relations	  professionals,	  should	  I	  talk	  with	  about	  immensely	  satisfying	  work?	  	  	  10. (Probes:)	  Give	  me	  other	  examples/tell	  me	  more	  about	  that	  	  	  Thanks	  for	  taking	  the	  time	  to	  talk	  with	  me.	  	  Please	  contact	  me	  if	  you	  have	  any	  questions	  about	  this.	  	  As	  a	  reminder,	  I	  will	  be	  in	  touch	  with	  you	  in	  the	  next	  few	  months,	  to	  share	  portions	  of	  my	  research	  with	  you,	  in	  order	  to	  ensure	  that	  I’m	  representing	  your	  thoughts	  accurately.	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Letter	  to	  Research	  Participants	  	  	  	  	  February	  8,	  2011	  	  	  	  Dear	  	  	  Thanks	  once	  again	  for	  allowing	  me	  to	  interview	  you	  for	  my	  dissertation	  research	  
Exploring	  Public	  Relations	  Practitioners’	  Beliefs	  about	  Immensely	  Satisfying	  Work:	  A	  
Phenomenological	  Study.	  Enclosed	  is	  a	  copy	  of	  the	  consent	  form	  you	  signed	  prior	  to	  the	  interview.	  	  As	  I	  mentioned	  during	  our	  meeting,	  within	  the	  next	  few	  months,	  I	  will	  email	  you	  at	  the	  address	  you	  provided	  me.	  	  I	  will	  send	  you	  passages	  from	  the	  study	  to	  verify	  that	  I’m	  representing	  your	  thoughts	  accurately.	  	  This	  may	  happen	  several	  times,	  but	  it	  should	  take	  you	  no	  more	  than	  15	  minutes	  or	  less	  to	  review	  the	  passages.	  	  	  	  I	  enjoyed	  our	  conversation	  and	  I’m	  excited	  to	  complete	  my	  research.	  	  I	  look	  forward	  to	  sharing	  what	  I’ve	  learned	  from	  my	  participants.	  If	  you	  have	  any	  questions,	  please	  feel	  free	  to	  contact	  me	  at	  the	  phone	  numbers	  I’ve	  provided	  on	  the	  consent	  form.	  	  Sincerely,	  	  	  	  Peggy	  M.	  Rupprecht	  Doctoral	  Candidate	  University	  of	  Nebraska-­‐Lincoln	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